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Now is the time to start the ball roll- 
ing for your Motion Pictures, Sound 
Slidefilms, Minute Movies — Color or 
Black and White—and your TV 
Commercials. 


ATLAS FILM CORPORATION 


ESTABLISHED 1913 
1111 SOUTH BOULEVARD: OAK PARK, ILLINOIS .« CHICAGO TELEPHONE: AUSTIN 7-8620 
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HERE IS NO LACK OF BRAINS in most big business organiza- 
Esmee Trouble is too many potential executives are spe- 
cialists. They may know certain phases of production, for 
example, but have small experience in sales. Or knowing sales 
they are baffled by accountancy. Or skilled in handling machines 


they are singularly inept in handling people . . . 


Biggest problem, at all levels, is to qualify young men for leader- 
ship. Business firms, aware of this need, are appropriating millions 
of dollars for Executive Training. (See THE WALL STREET JOURNAL, 
November 21, 1951.) Films—in many different fields—are play- 


ing an increasingly important role. 


‘In addition to their technical ability, top-flight executives are success- 
ful because of the leadership they give their people—the people through 
whom they do their work. Now leadership doesn’t come easily. You 
must work at it conscientiously and continuously—until it becomes sec- 
ond nature to consider your people in everything you do. Then they in 


turn will give vou their complete cooperation.” 


From the A.M.C. Training Film, “It's Up To You" 


If your firm is making a serious effort to train executives, Caravel 
can supplement your work effectively. A prime example is a mo- 
tion picture we produced for Associated Merchandising Cor- 


poration... 


Leading department stores, with sales in excess of $1 ,500,000,000, 
are using this film—‘It’s Up To You”—in training supervisors. 
The Department of the Navy has purchased 60 prints, the Bell 


Telephone System more than 100. 


We should like you to see this film and learn in more detail how 
films can help—as evidence of what we can do to implement your 


Executive Training Program. Write today. 





CARAVEL 





FIFTH AVENUE eo 





FILMS, INC. 


NEW YORK e 


TEL. CIRCLE 71-6110 
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AT ROLAND REED PRODUCTIONS, YOUR DOB 
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... located in Hollywood, with a 
resulting economy of operation. . . 


Roland Reed Productions puts 
MORE of your motion picture 


Y [ ¢ f dollar ON THE SCREEN than 
Uatl Y any other quality producer! 


is something that 








cannot be argued into 
a motion picture 

or promised into it. 
It must be built there. 
If it is lacking, 

the finest sales talk 

in the world won’t 
act as a substitute. 





We Le Reed P 
UNITED STATES STEEL WESTINGHOUSE 


INTERNATIONAL SILVER STEWART WARNER CORP "yh 


STANDARD OlL OF CALIF FORD MOTOR COMPANY we 


Producers of GENERAL MILLS’ ABC television show, 

: “Trouble with Father,” starring June and Stuart Erwin 
We prod , . bis 3 ws helt 7 ...« PROCTER & GAMBLE’S ABC “Beulah Show,” 
pla if film progra hes EBB . Starring Louise Beavers . . . and STERLING DRUGS* 
ABC “Mystery Theatre,” starring Tom Conway 


Reba Ress Roterctions es, 


275 So. Beverly Drive * Beverly Hills, California 


AMERICAN TOBACCO CO ALVERT DISTILLERS 
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“Oun anhalt “messages really kit om, 


—says E. B. Peters, supervisor of personnel, The Ohio Oil Co., Terre Haute, Ind. 
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R SHOWING industrial films of all types you 
totes a projector that brings out every detail— 
gives unobtrusive operation —delivers full, natural 
sound—and will stand up under hard usage. That's 
why Filmosound is the favorite in industry today! 
Write today for further information and for our 
new booklet, “Free Film Sources.” 


SINGLE-CASE FILMOSOUND 
The 16mm Single-Case Filmo- 
sound shown here is only one 
of several models available. It is 
easy to operate and easy to 


carry. And it’s guaranteed for 
life! 


Gueranteed for life. During life of the 
product, any defects in workmanship 
or materials will be remedied free (ex 
cept transportation). 


You buy for life when you buy 


Bell « Howell 


Chicago 45 
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At Precision today 


we're processing 
the finest 


ANIMATION FILMS 


for nationwide 
showings 


For your special 16 mm. 
film requirements 
use Precision... 


@ Over a decade of 16 mm. in- 
dustrial film printing in black 
and white and color. 


@ Fine grain developing of all 
negatives and prints 


& Scientific control in sound 
track processing 


@ 100% optically printed tracks 


@ Expert timing for exposure 
correction in black & white or 
color 


@ Step printing for highest pic- 
ture quality 


@ Special production effects 


@ Exclusively designed Maurer 
equipment 


@ Personal service. 


-».@ wonder more and more 
of the best 16 mm. films today 
ore processed of... 


} 
PRECISION 
LEU LOWY, 
FILM LABORATORIES, INC 
21 West 46th St 


New York 19. N 


2-3970 


Right Off the Reel 


1951 WAS A GOOD PRODUCTIVE YEAR 
WHICH SET HIGH STANDARD FOR ’52 


ore TrousLep Days of world crises, full 
of news of crime and corruption at home 
and indecision abroad, too often breed a spirit 
of self-castigation. We overlook the very essence, 
in fact, of our democracy and its dynamic char- 
acter. We are prone to forget that ours is a way 
of struggle, an unending battle for the rights of 
free men that is, in itself, a rewarding and en- 
riching process. 

That same dynamic character and the will to 
improve and to enrich both the technology and 
the art of the powerful medium we are privileged 
to serve were very definitely in evidence in this 
field during 1951. The complete and useful im- 
pressions left by good (and sometimes great) 
films produced by factual film-makers this past 
year have helped Americans and our neighbors 
abroad at many critical spots along their roads. 


Films Served These Vital Fields 

These are the fields of especial activity in 
which films came out of our studios in the great- 
est number and with more than ordinary content 
value: Human Relations: Big Idea; The Inner 
Man Steps Out; This Is My Friend; O’Mara’s 
Chain Miracle; The Challenge; and It’s Good 
Business. 

The field of Safety Education continued to rate 
highest priority as the nation passed the one- 
million mark in traffic fatalities. Such films as 
And Then There Were Four; Closed Book; The 
Case of Tommy Tucker; and the driver-training 
series of Ford, General Motors, and Lumbermens 
Mutual gave vital help in lessening this tragic toll. 


Public Health and Welfare Pictures 

Health and Public Welfare, because they affect 
all citizens, were well-served by Guard Your 
Heart; the truly great work of the American 
Cancer films; Cellucotton’s How to Catch a Cold; 
and the award-winning contributions of govern- 
ment and military medical and dental films. In 
this area, too, the vital task of Civil Defense was 
aided by A Voice Shall Be Heard (General Elec- 


tric) and the combined contributions of FCDA- 


sponsorship and private efforts such as Cornell's. 

Better understanding of our continually de- 
veloping technical processes and industrial 
methods accounted for another large group of 
pictures in °51. Pictures as basic as The Shortest 
Way (Doehler-Jarvis’ film on die-casting); In- 
duction Heat (Allis-Chalmers); Walls Without 
Wells (National Tube) ; A Date With Polly (Dow 
Chemical) ; and Monsanto’s brand-new Krilium 
film are simply typical of the mass of useful 
information imparted in all areas of productivity. 


Studios Continue to Aid Defense 

No mention need be made here of the continu- 
ing large portion of this industry’s productive 
capacity which is devoted to the direct needs of 
the armed forces for training films and other 
materials. 

A similar essential film production effort is 
being made in many parts of the country on pic- 
tures for the armed forces supplied by defense 
contractors. An example of this is the new Rohm 
& Haas training film Eyes of Flight which deals 
with the maintenance and repair of Plexiglass, 
produced with the cooperation of the Air Force 
and Navy Departments. 

The American Scene is typified by such con- 
tributions as Ford’s memorable American Cow- 
boy; the American Meat Institute’s This /s Life; 
and many others. The education of the consumer 
was given a real lift by Armour & Company’s 
multi-picture program and by other far-sighted 
sponsors who provided clear, factual presenta- 
tions on their wares. Employee morale got a 
similar boost through the continued and improv- 
ing output of sports and recreational films, all of 
them widely popular. 


Pictures Attract Growing Audience 

The concluding and predominant note behind 
all these pictures, pace-setters in “51, was the 
continuing and tremendous expansion of their 
audiences. More people saw more good films in 
’51 than in any preceding year. What more can 
any professional field ask as a rewarding exper- 
ience than this direct tribute to the quality of 
its wares? 

This is our precedent for 1952! Even in this 
group-minded America, there is freedom of 
choice for all these audiences, as the entertain- 
ment film industry found it necessary to remem- 
ber in the year now past. R 
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Holiday greetings: 

To the readers of this page; 
To our clients - past, present and future; 

To our competitors in the rich field of visual media; 
To men of good will everywhere. 


‘ST. LOUIS Bt 
To all a Happy New Year! 4053 Lindell Blvd. i| 


; Enquirer Bldg. 
*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 


Pie tie 


MOTION PICTURES « SLIDEFILMS . T 









~]| Leaflets on Film and Equipment 

Conservation Distributed by NPA 
* Two leaflets stressing the impor- 
tance of conserving film and equip- 
ment are being distributed to motion 
picture projectionists throughout 
the country. Prepared by the mo- 
tion picture-photographic products 
division of the National Production 
Authority, Washington, D. C., the 
leaflets contain hints for handling 
and caring for film and a check 
list on the proper maintenance of 
projectors. 

In view of the scarcity of film 
and projector replacement parts, 
NPA believes the 60,000 copies 
being distributed will aid in its 
program of conserving critical ma- 
terials. These pamphlets may be 
obtained by writing the National 
Production Authority, Washing- 
ton, D. C, 
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Screen Directors’ Guild Forum 
Discusses ‘Why Sponsored Films?" 
* “Why Sponsored Films?” was 
the subject of the Sixth Public Film 
Forum of the Screen Directors 
Guild held at the Museum of Mod- 
ern Art in New York last month. 

In recognition of the remarkable 
advancement in the use of spon- 
sored films over the past five years, 
Th: Screen Directors Guild chose 
“Why Sponsored Films?” as the 
subject of its Sixth Public Film 
Forum held at the Museum of Mod- 
ern Art in New York last month. 

The Guild noted that the spon- 
sored film audience is now five 
times as large as it was in 1946 
and that some industry sponsored 
films have been shown to more peo- 
ple than Hollywood’s most widely 
distributed movies. 

Films shown at the Forum were 
Angry Boy, And A Voice Shall Be 
Heard, International Ice Patrol and 
Flat Hatting. 


% * 6 


H O U AY TO N Two Notes of Correction: 

* Checking our back sheets on the 

IH. 8 7A WKY recent issue of Business SCREEN 

7) : we uncovered two items that should 

hc fic ali 77) be corrected in your files. Page 36 

of Issue 7 (published in Novem- 

ber) discussed the Personal Side of 

Safety slidefilms. We noted that 

Me rant mom rer mean elt . these were 5-minute subjects but 

they are actually 15 minutes in 
length. 

The other item for which we hold 
the gremlins in our type depart- 
ment responsible was the phrase 
LET US HELP YOU BUILD AN AUDIO-VISUAL REFERENCE LIBRARY "2900 to ISEI" in connention WES 
our projection manufacturing re- 
port on page 4. This item referring 
to 16mm sound projection output, 





* Supplementing your regular issues of Business other publishers is available free on request. Write 
SCREEN are the many useful new Film Guides and the Business ScREEN BooksHeLr, 150 East Supe- 
authoritative volumes of audio-visual research, rior Street, Chicago 11, Illinois. A supplementary estimated at 450,000 units, should 
utilization, ete. A complete list of volumes issued by _ list of Film Guides will also be enclosed. 


have read 1940 to 1951, an eleven- 
year period. 
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Audio- 
Review 


1951 Events 


January 9, 10, 11: Flaherty Film Festival held at the Museum of Modern 
Art: New York City. Firsts: first one-man cinema show ever staged 
in America; first time all of Flaherty’s historic films brought together 
for one three-part series of showings. Pioneer film maker presented 
with special commemoratory award by Screen Directors. 


February 22: Second Annual Freedoms Foundation Awards, Valley Forge, 
Pa. General Omar Bradley, Chairman of the Joint Chiefs of Staff, 
presented cash and medal awards in special ceremonies. Film winners 
were In Our Hands (Borg-Warner and Inland Steel); Joe Turner, 
American (NAM); Proof Through the Night (Nash); A Closed Book 
(Farm Bureau Insurance) ; Unseen Horizons (Ohio Oil); With These 
Hands (ILGWU); and The Shadow of a Pioneer (Keystone Steel). 
Medal award to The Human Bridge (Ford) and Tomorrow’s Leaders 
(Allis Chalmers) . 

February 27: Audio-Visual Day, sponsored by Chicago Chapter, Public 

Relations Society of America. Hotel Morrison, Chicago, Case histories 

of film programs in public relations and producer-client relationship 

panel. Chairman: Nathan Jacobs, Bozell & Jacobs. Luncheon address 
by Frank Arlinghaus, Modern Talking Picture Service. 


March 15, 16, 17: Seventh Annual Convention, American Society of Train- 
ing Directors. Philadelphia, Pa. Workshop session on training tech- 
niques included preparation and use of visual aids. 


March 19-21]: Fourth Annual Meeting, Industrial Audio-Visual Association. 
Edgewater Beach Hotel, Chicago. Election of officers and general pro- 
gram including premiere screenings of new business films: Special 
demonstration of Phonevision. Guest speakers included Vere O. Smith, 
Ninth Naval District; K. R. Franklin, National Livestock and Meat 
Board; Dr. Albee O. Slade, Chicago College of Optometry; and Grant 
Leenhouts, then Associate Chief of the International Motion Picture 
Division, U. S. Department of State. O. H. Peterson presented retiring 
president's plaque. 


April 19-21: Audio-Visual Forum, Armed Forces Communication Associa- 
tion. W. C. DeVry, moderator, at Chicago’s Drake Hotel. 


{pril 22: Annual Canadian Film Awards, Toronto, Canada. Presentations 
made by Mary Pickford to Canadian film winners, Morton Parker, 
Maurice Montgrain, Ron Weyman. 


{pril 30-May 4: 6%h Semi-Annual Convention, Society of Motion Picture 
and Television Engineers, Hotel Statler, New York. Special program 
emphasis on screen viewing: high speed photography as applied to 
defense needs; magnetic recording progress. 


Vay 26: First Annual Boston Film Festival. Copley-Plaza Hotel, Boston. 
Continuous all-day screenings of selected business, educational, and 
religious films. Formal luncheon program with Festival Chairman Rev. 
John E. Thomas, presiding. Rev. Timothy F. O'Leary, president, Film 
Council of Greater Boston. Guest speaker: O, H. Coelln, Jr., publisher, 
Business Screen. Sponsored film top awards to Big Idea (Swift) ; 
American Cowboy (Ford); The Will to Remember (Barre Vt. Gran- 
ite); and Chance to Play (General Electric Co.) Other awards made 
to educational, informational and religious motion pictures, non-spon- 
sored. 


June 14: Annual Cleveland Film Festival, Fenn College, Cleveland. Acting 
Chairman: Ruth Thompson. Principal speaker: Floyde E. Brooker, 
chairman Board of Trustees, Film Council of America; Economic 
Cooperation Administration. Festival “oscar” awards to Big Idea 
(Swift & Co.); Two Guys Named Joe (Frigidaire); Miracle on the 
Mesa (P. Lorillard); and The Challenge. Non-sponsored films receiv- 
ing “oscars” included Pattern for Survival (Cornell Film); Pompeii 
and Vesuvius (Encyclopaedia Britannica); The Nile River Valley 
(Academy); Angry Boy (Mental Health Film Board); and British 
Columbia (Paul Hoeffler). 


23: Robert Flaherty, father of the documentary film, producer of 
Nanook of the North, Man of Aran, Louisiana Story, dies in Brattle- 
boro, Vermont. 


26-August 2: National Audio-Visual Convention, Hotel Sherman, Chi- 
cago. Four organizations in the audio-visual field join with the National 
Audio-Visual Association for special and general sessions on problems 
relating to visual education. Co-sponsors were: The Educational Film 
Library Association (8th Annual Conference on July 26-28); Film 
Council of America (4th Annual Meeting July 28-29) ; Midwest Forum 
on Audio-Visual Aids, July 27; and Industrial Audio-Visual Associa- 
tion (luncheon and special afternoon cooperative program, July 30. 
Principal speakers at NAVA general sessions included: Nathan D. 
Golden, National Production Authority; Clarence A. Peters, National 
Conference of Christians and Jews; Commander Robert A. Noe, 
Special Devices Center, U. S. Navy; and Genaro A. Florez, Florez, Inc. 


September 11: Industrial Audio-Visual Association; Regional Clinic, Hotel 
Nicollet, Minneapolis, Minn. Thomas Hope, General Mills, program 
chairman. Speakers: Fred McMullen, Hardware Mutual Insurance Co.; 
Walter Burton, Minneapolis-Honeywell; Herschel Feldman, Radiant 
Mfg. Corp.; Loretta McClernan, General Mills’ Public Services Dept.; 
Bon Grussing, advertising mgr. of Minneapolis-Moline Implement 
Company; and O. H. Coelln, IAVA national delegate. 


October 10, 11, 12: Annual Fall Meeting, Industrial Audio-Visual Associa- 
tion, Westchester Country Club, Rye, N. Y. Special sessions on mag- 
netic recording, case histories of new business film programs, con- 
ducted tour of Navy’s Special Devices Center. Guest speaker: Floyde 
E. Brooker, ECA. Gordon Biggar, Shell Oil, IAVA president, presiding. 
Joseph Schieferly, Standard Oil (New Jersey) program chairman. 


Vovember 19: Annual Convention, Public Relations Society of America. 
Edgewater Beach Hotel, Chicago. Special film program included 
screenings of Big Idea; Man on the Land; O’Mara’s Chain Miracle; 
The Fourth Man; This Is Life; And Then There Were Four. Film 


committee chairman, Nathan E. Jacobs. 
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* and bungalows...in Boston and 
Boise. ..most American homes and commercial 
buildings enjoy the beauty and utility of linoleum 
How this universally accepted product is made, 
from an attractive design to an attractive 
floor, is told in an interesting new color film 
recently completed for the Armstrong Cork Co., 
“Beauty by the Yard.” 
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Never compromise on quality when you buy 
color prints. Whether you order one print or 
a thousand get the finest quality. A good print 
can make a big difference in audience evalu- 
ation . . . and every screening puts a “price 


tag” on your production. 


Order your prints from Color Reproduction 
Company. For over a decade Color Reproduc- 


tion Company has specialized exclusively in 
16mm color duplications.* It takes years of 
specialized skill and experience to improve or 
retain the beauty of every scene in your pro- 
duction. 


* EXCEPTION: Black and white Reversals from color prints 
for TV projections. 


COLOR REPRODUCTION COMPANY 


7936 Santa Monica Boulevard « Hollywood 46, California 
Telephone: HILLSIDE 8225 


FOR 
DEPENDABLE 
FAST 
SERVICE 


24-hour service on Work Prints and 
Answer Prints. RELEASE PRINTS deliv- 
ered on date promised. 


ALL COLOR PRINTS GUARANTEED! 








FROM 


Address: 


{0: coLor REPRODUCTION CO. 


7936 Santa Monica Boulevard 
Hollywood 46, California 











ANNUAL PRODUCTION REVIEW ISSUE 
* The second annual Propuction Review issue of 
BUSINESS SCREEN is now in preparation for February 
publicetion. This is the authoritative buyer's guide 


OF BUSINESS SCREEN IN FEBRUARY 

to all U. S. and Canadian factual film production 
facilities. The issue will also contain comprehensive 
survey data, historical material and reference lists. 





Funds for Making First Film 
Granted by Ford Foundation 
* First film to be produced 
under grant from the Ford 
Foundation will cover the 
democratic processes of 
adult education. Entitled 
Cleveland Council for World 
Affairs, it is being made by 
Louis de Rochemont as a 
project of the Fund for 
Adult Education and will 
cover the political activities 
of the Cleveland group. 

The Fund for Adult Edu- 
cation, headed by former 
New York TIMES corre- 
spondent Delbert Clark, is 
an organization which fos- 
ters adult discussion groups 
on all worthwhile subjects 
including films. Eleven test 
cities are presently organiz- 
ing film discussion groups, 
while another fifty commu- 
nities are viewing 10 films 
made by Encyclopaedia Bri- 
tannica Films. 

Further evidence of the 
foundation's large scale use 
of audio-visual techniques 
in the field of adult educa- 
tion is its grant of $1,200,- 
000 to the Television and 
Radio Workshop for the 
purpose of improving tele- 
vision programming. 

The Television and Radio 
Workshop is currently spon- 
soring the NBC-TV_ show 
“Assembly Six” which is the 
weekly summation of mate- 
rial gathered at the UN 
Paris meetings. They are 
also filming programs that 
they hope to put on the net- 
works and then make avail- 
able to schools and other 


educational groups. 


Here's a Timely Picture 

on Snow-Melting Systems 

¢ The principles of radiant 
heating as applied to snow- 
melting systems are visual- 
ized in Winter Wonder, a 
newly-released 16mm sound 
film sponsored by A. M. 
Byers Company and_pro- 
duced by Meridian Film Cor- 
poration. National release 
(in all states excepting the 
South and Southwest) is via 
the regional film libraries of 
Modern Talking Picture 
Service. Inc. 

The 9-minute subject is 
available on a free loan basis 
on application to Modern at 
45 Rockefeller Plaza, New 
York 20. Film users pay 
only transportation costs on 
prints sent from exchanges. 
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Columbia's new microgroove dist wins tore and more 
friends in the slide film busine 5— cuts osts up to 507% 


Before you start any slide film project—see and hear the great 
new Microgroove Record! 


HERE’S WHY... 
e 10" size—15-minutes per side! © Now all records may be carried 
in projector case! 
© Prompt service and delivery! 


e Full Columbia transcription 
@ Lower shipping costs! quality maintained throughout! 


e Saves storage space! Phone, Wire, Write for full details 


@ 12" size—25-minutes per side! 
e Easier and cheaper to pack! 
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1951 Winner of Two Top Film Awards 


Wa ay 
# 
. . 


FIRST AWARD - Best Industrial Movie 
of 1951 - Cleveland Film Festival 


Pie Comet of Creme Beem 


Film Festwal 


First Award 


Tip Big Meo. _ 
sbrenift ond Comgaan, 


Desche mee erame 


FIRST AWARD - Film of the Year CN halt 
on Freedom - Boston Film Council 1951 
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“This magnificent motion picture takes you into the hearts, minds 
and lives of real folks who cherish the Biggest idea in the World!” 


Book this great film * “BIG IDEA” 


NOW! PUBLIC RELATIONS DEPT. 
For club or classroom SWIFT & COMPANY 


WRITE. ...... CHICAGO 9, ILLINOIS 


16 MM. «© SOUND © 30 MINUTES 


"The Case for Sponsored Films 


Hill & Knowlton Survey of 4,000 Teachers 
Shows 69% Want More Films—But Better Ones 


dor craves want more films. 69% 
of some 4,000 teachers who re- 
sponded to a questionnaire sent out 
by Hill & Knowlton, public rela- 
tions consultants conducting a sur- 
vey on behalf of the American 
Iron & Steel Institute, want more 
motion pictures from industry. 58% 
of the teachers want more slidefilms 
and 34% could find use for more 
slides. 

But teachers are becoming more 
and more impatient with the type 
of materials they are currently get- 
ting. Much of them—film mate- 
rials, booklets and charts—are just 
not being used. Reasons: they are 
not at all suited to school needs; 
educational values are subordinated 
to entertainment and advertising; 
they are too long for the class peri- 
od; they try to cover too many 
topics. 


What Films Should Show 


According to the survey, teach- 
ers want sponsored materials that 
will: bring the child close to every- 
day living; create interest in the 
commercial world; provide up-to- 
date information not available in 
textbooks; enrich class discussion 
of business, labor and government; 
help students learn a wide variety 
of source materials; and balance 
the points of view of other groups 
and sources of information. 

How is a sponsor to know if his 
materials are right for schools? 
Schools welcome the cooperation of 
industry, are glad to help industry 
in preparing material that will meet 
their needs. This cooperation should 
be sought. There are several marks 
of good materials that a sponsor 
cen use to judge the teaching aids 
he plans to offer schools. Quoting 
from Hill & Knowlton’s report: 
“The producer of sponsored mate- 
rial should meet the highest stand- 
ards by which his product will be 
judged. Rigid criteria cannot be 
applied. General standards can be 
deducted from the tests which edu- 
cators apply to all materials used 
as part of the educational experi- 
ence. The following criteria are ap- 
plicable to all types of sponsored 
materials. 

An adventurous experience. In- 
formation should be interesting to 
the student at his stage of develop- 
ment. Students are interested in 
reality. The presentation of theory 


does not necessarily create new ex- 
periences; this is a weakness of 
much sponsored material. The ex- 
perience should be such as to stim- 
ulate the student to further activity, 
and to open new areas for study. 


Help Meet Their Problems 


An enriching experience. Infor- 
mation for information’s sake is 
insufficient reason for new mate- 
rials. It is more meaningful when 
used in the solution of some prob- 
lem. The range of interests of the 
average student is large. Through 
family, friends, and associates in 
school, and extra-curricular activi- 
ties, through ‘relationships in vari- 
ous of his early efforts to earn 
spending money the student pre- 
sents a myriad of potentialities 
through which the economic and 
social fundamentals can be vital- 
ized. 

The student’s interest in taxation, 
labor legislation, or government 
policy, for example, proves to be 
far less than that of the person con- 
fronted by these problems in his 
own economic activities. Detailed 
emphasis on specifics not in line 
with his interests are likely to pro- 
duce one of two effects upon the 
student—he will be bored and ig- 
nore it, or he will react with sus- 
picion to what to him is undue 
emphasis. 


Educator Should Know Facts 


The challenge to educators is to 
provide the student with the means 
to understand more fully the eco- 
nomic and social base of his com- 
munity. To accomplish this the 
educator should acquire greater un- 
derstanding of these matters him- 
self. To perform this duty ade- 
quately the educator must not only 
be aware of the economic and social 
foundations of the community he 
also must be sensitive to the stu- 
dent’s range of interests and needs, 
both now and in the future, 

An aesthetic exper-ence. Spon- 
sored materials should develop ap- 
preciation and capacity to enjoy 
the resources of the world and im- 
prove the standards of individual 
taste. The general appearance of 
material should be pleasing. The 
outside cover, quality of paper, type 
face, and illustrations should be not 
only relevant to subject matter but 
(CONTINUED ON PAGE FOURTEEN} 
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Thanks to new “Thread-Easy” design, hundreds of 


youngsters are now operating the RCA “400” projector. 








Amazing new “Thread-Easy” Design 
makes RCA “400° easiest to thread 


With this new ultra-simple projector, you 
can actually thread the film in only 30 
seconds. Thread it while you're lecturing. 
Thread it in the dark. Even a child can thread 
it. ff’s that simple. 


Every operation easier with RCA “400” 


Here is a projector so easy to use that a 12-year- 
old child can be the projectionist. So simple you 
can set it up with pictures and sound on the 
screen in only 2 minutes. And they are top-quality 
pictures and sound .. . better than recom- 
mended standards of *SMPTE, by actual tests. 


Easy to pack up, too. Takes only 3 minutes to 
button up the Junior model, ready to travel. And 
easy to carry. Single-case Junior weighs only 
33% lbs. Women appreciate its narrow case, 
rounded corners, proper balance. No chafing 
your leg as you walk. 


RCA “400” Junior. Handsome blue- 
green hammertone finish. Single 
case weighs 33% Ibs. 7-watt ampli- 
fier, 8-inch speaker. Excellent for 
medium to large rooms. 





Longer film life 
Your precious film literally “floats” through this 
new “400” projector. “Thread-Easy” design is so 
amazingly effective, even minor errors in thread- 
ing will not damage film. With projector running, 
you can open and clean picture gate or sound 
optics . . . without damage to film. And you can 
project the same film 50 or 500 or 5,000 times . . . 
without appreciable wear or damage to film! 
No more last-minute failures! 

It’s ultra-dependable, too. Built for the hard 
knocks of school and commercial use. You can 
easily replace projection lamp in 45 seconds, 
exciter lamp in 20 seconds. Rewind 10-minute 
film in 66 seconds, without changing belts, 
pulleys, or reels. It’s the only projector powered 
by a big A-C motor, 500% oversize for better sound 
stability. Big motor takes it easy, stays cool, lives 
longer. And it’s quiet. Operating noise only 58.5 


*SMPTE: “Society of Motion Picture and Televi- 
. * leads ~~ 





decibels. Quieter than recommended by *SMPTE 
. . . quieter than other projectors by actual tests. 


In competitive tests, RCA 400's win out 


Inasingle purchase, Pennsylvania schools bought 
572 RCA “400’s”. Baltimore schools bought 
156. Washington, D. C. schools bought 81. 
Already many thousands of RCA “400’s” are out 
on the job . . . making things easier . . . for busy 
people just like you. 


Operate it! Convince yourself! 


If you use 16mm film in your teaching or selling 
(and who doesn’t?), you owe it to yourself to find 
out about this revolutionary new easy-to-use 
projector. The new ““Thread-Easy” design is the 
culmination of 23 years of RCA research. Send 
coupon for demonstration. Operate it yourself. 
Backed up by RCA. Nationwide service avail- 
able. Large sales permit surprisingly low price for 
this top quality equipment. So mail coupon TODAY. 
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SMPTE 
of projected picture less than 3/10 of 1% of 
icture width.” 


in RCA “400” projector, 
ness is 1/10 of 1% (3 times os good as SMPTE 


RCA “400” Senior. Same as “Junior” 
except it has 10-watt amplifier, 10-inch 
speaker. Projector case weighs 36% Ibs. 
Speaker Case weighs 26 Ibs. Excellent 
for larger rooms, auditoriums, 


horirontal unsteadi- 


FREE BROCHURE— MAIL COUPON—NOW 


Visual Vroducts, Dept. 25 
Radio Corporation of America, Camden, N. J. 
Please send me, without obligation, full story on new “Thread-Easy” 


RCA “400” 16mm projector that I can set u 


in 2 minutes, thread in 30 


seconds, pack up in 3 minutes, and carry lightly as an overnight bag 


Am interested in 


VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


Name 


© Junior Model for classrooms and smal! auditoriums 
0 Senior Model for larger auditoriums 





Position 





ENGINEERING PROOUCTS DEPARTMENT. CAMDEN. H.J. 


in Canada: RCA VICTOR C 


Address 





pany Limited, M # 





DD Please arrange actual demonstration 








BE SURE... 


AL Me 


16mm FILM LABORATORIES 


y, 
‘ abs Zz rints 


e@ B&W Daily and Release Printing 
@ B&W Developing 
@ B&W Reversal Work Prints 


e@ B&W Dupe Negatives from Color 
Or Reversal Originals 


e@ lémm B&W Reductions from 35mm 


@ Electronic Recording of Sound Tracks 
to Color Release Prints 


@ Magnetic Recording Truck for Motion 
Picture and TV Production 


@ Expert Timing for Exposure Correction— 
Color or B&W. 








HILLSIDE 747] 


1161 North Highland Avenue * Hollywood 38, California 


Hill & Knowlton Teacher Survey: 
(CONTINUED FROM PRECEDING PAGE) 


attractive ani in keeping with edu- 
cational staadards of quality. 

An authentic experience. Mate- 
rials should contain information 
which is accurate, complete, and 
sincere, using neither bias nor 
propaganda methods. Efforts to use 
an educational program primarily 
to promote sales of specific prod- 
ucts or brand names have no place 
in the school program even though 
often accepted by teachers. Truth 
and accuracy are of primary im- 
portance to students. Accuracy in 
implication is as important as ac- 
curacy in data presented. Pictorial 
and other technical devices which 
misrepresent or over-emphasize de- 
tails, and lead to inferences not sub- 
stantiated by scientific data, are 
faults which must be carefully 
avoided. Materials with carefully, 
accurately presented statements and 
with precisely drawn conclusions 
that are well-founded and undis- 
torted, have earned enviable repu- 
tations for the organizations pro- 
ducing them. 

Students 
should be made to feel more a part 
of the community and the world in 
recognizing their share of respon- 
sibility for its development and 
welfare. 


A sharing experience. 


Schools and society are 
challenged by the responsibility of 
developing in individuals and the 
groups to which they belong, a 
feeling that they are a part of the 
community and should participate 
in its activities.” 


* 


Bernstein Wins Top Honorable 
Mention in Life Photo Contest 


* Jorvon J. BerRNsTeIn of Sarra’s 
Chicago staff has been awarded one 
of the top honorable mentions in 
the nation-wide photo contest re- 
cently sponsored by Life magazine. 

Bernstein, competing in the pic- 
ture story division, received his 
award for a series of close-ups de- 
picting human emotions as_por- 
trayed by lip expressions. 


Article in “The Nation” Attacks 
Lobbying Techniques of Business 


* J. Austin Burkhart, a teacher of 
political science at Stephens Col- 
lege, writing in The Nation’s series 
of articles, “The Battle for Free 
Schools,” takes up big business and 
the business-sponsored film in the 
issue of November 10. 


Mr. Burkhart modern 
lobbying techniques of big busi- 
ness, “the manufacture of public 
opinion at the grass roots, the im- 
pact of 


decries 


concentrated economic 


power on our national life, and the 


increasing financial and social cost 
of lobbying.” Especially when 
such potent instruments as motion 
pictures, filmstrips and other such 
teols present the American econ- 
omy as the sponsor conceives it, 
from a narrow, defensive point of 
view. “More reprehensible,” he 
says, “is the advancement of many 
other interesting ideas under the 
cover of explaining the American 
system.” 


Student Indicts NAM Film 


As an example, he presents one 
thoughtful student’s indictment of 
the National Association of Manu- 
facturer’s film The Price of Free- 
doms: “Instead of casting a favor- 
able eye on future change, the film 
looked 
good. =a 
that any change takes us away from 


backward for what was 
. One gets the impression 


the good old days of grandfather 
and closer to a Hitlerian regime.” 
But Mr. Burkhart points out that 
90% of high school and college 
students accepted the film and 
swallowed its message completely. 


Other films he mentions now 
circulating as “unlicensed teachers” 
which need not “pass state boards 
or meet any certification require- 
ments” are Burroughs Adding Ma- 
chine’s /n Balance, which seeks to 
prove that profit sharing does not 
work, Alcoa’s Unfinished Rainbows 
which advances the proposition that 
“in Alcoa there wasn’t any political 
backing. no dirty dealing: every- 
(CONTINUED ON PACE SIXTEEN) 





You should own the McGraw-Hill book 
FILMS IN BUSINESS AND INDUSTRY 
b 


y 
HENRY CLAY GIPSON 


President of 


FILMFAX PRODUCTIONS 


Filmfax produces motion pictures and slide- 
films for all business purposes but special- 
izes (with a production background of over 
220 titles) in color filmstrips for use in 


education. 


$4.50 postpaid from FILMFAX PRODUCTIONS, 10 East 43rd St., New York 17, N.Y. | 
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It's so easy to use, too! Designed for extreme simplicity of operation 
combined with maximum efficiency. Finger tip tilt control, instantaneous 
framing and clear, needle-sharp focusing all combine to make Viewlex top 
choice for slide or filmstrip projection before sizeable audiences. The quiet 


and powerful, motor-fan model gives utmost protection and safeguards the 
life of valuable films and slides. 
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The oldest and 


most experienced 





. 44 YEARS AGO 
(long before Clara Bow 
became famous 

as the "IT" girl), 
Hollywood Film was 
serving major 
producers! 


it was 1927 

when Clara Bow won fome 
as the “IT” girl 

from the picture 


of the some name. 
























































Of all the existing film laboratories, only Hollywood Film 











can point to a history of outstanding leadership since 1907! 





In that time, we've developed the finest production facili- 








ties, plus a “know-how” that assures you highest quality 








prints at reasonable prices. Our modern electronic con- 














trols eliminate notching, make splicing invisible, provide 








brilliant sharp definition, and guarantee perfectly balanced 








color and density prints. Try us and see. You will be de- 
lighted with the results. Send us your NEXT laboratory job. 




















Immediate service and prompt delivery of any 
quantity. Lowest prices consistent with fine quality. 
Quotations gladly given. Write for free lab price list. 























COMPLETE 16MM LAB SERVICE 

















@ Negotive Developing @ Release Prints in Vow: 











or Black-and-white 
@ Edge Numbering 
@ Free Projection Service 


@ Reversal Processing 











@ Reduction Printing 








@ Contact Printing 








@ Kodachrome Reproductions 





@ Free Storage Vaults 





@ Free Editing Rooms @ Shipping and Receiving Service 




















FINEST 
tas WORK 


y 
SINCE 1 
4 


HOLLYWOOD FILM ENTERPRISES, Inc. 




















6060 SUNSET BLVD. + HOLLYWOOD 28, CALIF. 















“Nation” Article Aims Broadside 
at Business-Sponsored Materials 
(CONTINUED FROM PRECEDING PAGE) 
thing was up to the highest Ameri- 
can ideals.” 

Mr. Burkhart declares that “the 
danger does not lie in business- 
education communication per se 
but in the manner in which mass 
media can be perverted.” He be- 


lieves that the idea that proponents . 


of differing economic systems can 
balance and cancel out each other 
is ridiculous considering the enor- 
mous amounts spent on business 
sponsored teaching aids each year. 
This amount has been estimated, he 
says, as exceeding the educational 
budgets of Delaware, Idaho, Ne- 
vada, New Hampshire, Vermont 
and Wyoming. 


Discourage Social Progress? 


In closing, Mr. Burkhart states 
that “the manufacturers and dis- 
tributors of opinion have discov- 
ered that emotional cliches can ef- 
fectively discourage the enactment 
of needed social legislation. Fed- 
eral aid to education, public health 
and hydroelectric dams are being 
parked at the siding for the ‘Stop 
Socialism’ streamliner.” “Should 
[this] effort be intensified,” he 
says, “we shall need a Supreme 
Court decision to separate business 
and the state in public education.” 


It seems to us that in some re- 
spects Mr. Burkhart is justified in 
his complaints. Without doubt, 
some business-sponsored films are 
unfairly loaded. However, these 
films are in the great minority, and 
in some cases he mentions, have ac- 
tually fared very poorly in the 
schools, received a high degree of 
rejection after preview, a low rep- 
utation among educational groups 
harmful both to the sponsoring 
company and over-all business as 
well. 


Freedom of Choice Overlooked 


Mr. Burkhart seems to overlook 
the fact that these films are offered 
as teaching aids, may be accepted, 
rejected or ignored as the teacher 
or school system may decide. 


Mr. Burkhart’s statement that a 
Supreme Court decision may be 
necessary to keep business propa- 
ganda out of schools has an inter- 
esting parallel in the left-wing Na- 
tion’s yelp of rage when it was 
banned a few years ago from the 
libraries of some public schools. 


We think opinion has a valuable 
place in education, whether it be 
business’s or The Nation’s. With- 
out it the learning process would 
be a sterile thing, indeed. ag 


Passing of Morton F. Leopold 
Ends 30 Years of Film Activity 

* A career of useful service to his 
country and to the factual film 
medium was terminated in Decem- 
ber by the death of Morton F. 
Leopold, head of the educational 
motion picture activity in the Bu- 
reau of Mines, U. S. Department of 
the Interior. 

Under Mort Leopold’s supervi- 
sion, commercial film producers 
throughout the country created 
some ninety current motion pictures 
comprising more than 20,000 reels. 
The great majority of these were 
paid for by private industry and 
accepted for distribution through 
the Bureau of Mines Film Library 
Some of the more recent subjects 
included Arizona (sponsored by 
Phelps Dodge and produced by 
Atlas); and West Virginia (spon- 
sored by Weirton and produced by 
Fred Rockett. As indicated the gen- 
eral theme was the resources and 
physical facilities of each state, al- 
though safety subjects were also 
made available. 

For three decades, Mr. Leopold 
carried on this activity as a life- 
time career which has given mil- 
lions of Americans a better under- 
standing of their country and, in 
many instances, brought about im- 
provements in production tech- 
nique, color processes, and location 
work as each new picture contrib- 
uted added experiences to those 
who worked on them. Annual 
showings in excess of 200,000 
groups were a further indication 
of the immense interest the Bu- 
reau’s films engendered in recent 
years. 

The films he helped make pos- 
sible—and the audiences which see 
and profit by them—are Mort Leo- 
pold’s epitaph. Few men could 
leave more or want better. 

* . o 
F. R. Crawley Elected President of 
Canadian Film Association 
* F. R. Craw ey, president of 
Crawley Films Limited of Ottawa, 
was elected president of the Associ- 
ation of Motion Picture Producers 
and Laboratories of Canada at the 
annual meeting held in Toronto re- 
cently. 

The association is made up of 
some 20 producing companies lo- 
cated from coast to coast in Can- 
ada. 

Other officers elected were: Dean 
Peterson, Toronto, vice-president: 
James Campbell, Montreal, secre- 
tary-treasurer. Directors were Fran- 
cis Holmes of Winnipeg; Frank 
O'Byrne, Toronto; Rene Germaine, 
Montreal, and William Singleton, 
Montreal. 
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PRODUCERS OF + MOTION PICTURES + FILM STRIPS + TELEVISION 


The Urge To Buy 


Comes From Within... 


A yearning for comfort sold a percale sheet. 

A sense of vanity sold a bottle of shampoo. 

A desire for affection sold a jewelled bracelet. 
A gastronomic craving sold a package of cheese 


No matter what the product, it is sold to satisfy a desire that has 


been aroused within an individual— emotionally. 


We have had a good deal of experience in the motivation of people 
toward an idea, an attitude or a product. We do it with the medium 


most suitable to emotional appeals — films. 


PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA, INC 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 
PLAZA 7-52G0 





















Boston Will Hold Annual 
Film Festival on May 3 


Fo * Formal announcement of 
ul €0 é fe] the Second Annual Festival, 
-— _— sponsored by the Film Coun- 
cil of Greater Boston. has 
e been made. The one-day 
th § Th | event will be held on May 3. 
0 e ame ing ‘ , Films released since Jan- 
en ey : uary 1, 1951 will be consid- 
a f ered for screening in the 
following categories: adult 
education, public relations, 
recreation, classroom, and 
religion. Deadline for sub- 
mitting entries is March 1. 
Send preview prints to Mrs. 
Muriel C. Javelin, Boston 
Public Library, Boston 17, 
Massachusetts. All entries 
will be returned after use. 


Princeton Film Center to 
Distribute Boys Town Film 


* The Princeton Film Cen- 
ter has been selected by 
Father Flanagan’s Boy’s 
Home, Boys Town, Nebras- 
ka, to distribute their new 
twenty-one minute color 

film, Place Called Home. 
The film depicts the story 
of one boy’s experience at 
Boys Town an intimate 
glimpse of how the more 
than eight hundred boys at 
Boys Town are educated, 
how they are trained, and 
how each learns a trade for 
Businessmen everywhere are turning to this new ~ jery the future. Founded 29 
kind of projector to economically, effectively solve = years ago by the late Father 
their managerial problems. The amazing Ampro Flanagan, Boys Town has 
Stylist gives all the precision and fine performance of grown from a two story 
$500.00 projectors PLUS MANY AMPRO EXCLU- brick buildi a ae hones 
SIVES—all at $399.00 complete. erie Pe re 
Your office boy can carry the 29 Ib. Stylist with ease . Omaha to a 1300 acre haven 
—and it’s so easy to set up and thread, he can run it for homeless boys on the 
for you, too! Best yet, Ampro’s pat- outskirts of the city. The 


ented ‘‘film cradle’’ eliminates croR tte ‘ B T *¥ 
damaged rental films. You also enjoy conve . g mus’. ons — © pt felt ihe 
the convenience of an hour's running elas vee TO testimony to Father Flana- 
time without reel change. “ : OPT hy ; ‘ gan’s creed that “there are 
Remember, facts prove they learn his™ “ 
Complete 


; no bad boys” for the home- 
more—remember more—and like to Secs Senet tiaie Tiel sequel 
learn the Ampro Stylist way. ess DOYS ave co . 
tats ; MAIL COUPON...WRITE NOW! Boys Towa hove seupuaied 

BOOST AUDIENCE CAPACITY OF STYLIST PROJECTOR to its care and guidance in 
Ampro Power Speaker Model 690 Ampro Corporation BS-12-51 j appreciation to law and or- 


converts the Stylist from a training 2835 N. Western Ave., Chicago 18, lil. 
classroom projector for use ina large 


| der. Father Flanagan be- 
mrs Rush me FREE illustrated literature on the amazing Ampro ie -~harac ; 
auditorium. Powerful 12” PM Stylist Projector for industrial use . . . also folder on Ampro lieved that character is but 


speaker; coor-coceviag headies \MPRO Model 690 Power Speaker. y reflection of youth’s  sur- 

$10975 « al SI jncainsayinbuphsnmenetinenisinpeidstsnonenianiis i roundings and training and 

spoons given proper care and a 

I home, with useful work for 

the active mind, the so- 

-on-film * Slide Projectors * Tope Recorders called problem boy becomes 

mumeseastenecnbesclemashahm antes oneness MET EE 

Prints for Place Called 

: eae Home will be available after 
A BUSINESS FILM REFERENCE AND RESEARCH LIBRARY AT YOUR SERVICE 


January 1, 1952. Further 
Write today for complete details on the Film Guide services have now been improved to meet your needs. information may be ob- 


Library and the Business Film Bookshelf Services Address: Film Guide Library, Business Screen, 150 tained from the Princeton 
available to subscribers. These economical reference E. Superior, Chicago 11. Write today—don’t delay! Film 


AMPRO CORPORATION 


(Generel Procision Bquip. Corp. Subsidiary) i ZONE...... STATE......++++00+ 1 


8mm Comeras and Projectors + 16mm Sound 











Center, Inc.. Prince- 


ton. New Jersey. lad 
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ELIMINATE MOUNTING AND 
PICTURE HOLDERS WITH 


CBeeacle 


All copy is held absolutely flat on the 
VACUMATIC PLATEN of this ultra-modern 
Beseler VU-LYTE during projection, through 
suction created by a special fan. 


ggg oe 


There is no need to spend time pasting 


<a] BH R | % J = b) and mounting copy—or inserting copy into holders. 
—~S x C =, — You simply introduce your copy onto the platen, 
(1 / and there it “stays put” without curl or flutter. 
As you handle the superb new VU-LYTE, 
you'll appreciate the exceptional advantages of 
SS wD this VACUMATIC PLATEN. It’s one of the 
Ss 


= exclusive Beseler developments that make the 
= 


LSS ORME a Agee 








: VU-LYTE the most modern and most versatile 
of visual teaching tools. 

Fan action of the Beseler ; : oe 

VACUMATIC PLATEN* not Yes, Beseler explored every line in bringing 

only holds copy flat during ¢ . . — r - = oa 

peejection, but heepe tnto- you a projector that gives top-notch results with 


rior of the projector unus- maximum ease and economy of operation. 
FEED-O-MATIC* vally cool. a . , 
CONVEYOR— For instance: 














1, YOU CAN use the VU-LYTE in a partially- 











POINTEX+ 





*Pat. Pend. 
tPATENTED 
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PROJECTION POINTER 


lighted room. Total darkness is unneces- 
sary in order to obtain clear, sharp images 
and brilliant colors—because VU-LYTE pro- 
vides extra illumination. 
2, YOU CAN feed mixed or continuous copy 

through smoothly, without light flashes, 
by means of the Beseler FEED-O-MATIC* 
metal belt CONVEYOR. A full 8'/.x11 page 
letter or @ postage stamp can be projected 
with equal ease, without flutter. 


—__—_— 


7. 


7 YOU CAN project « lighted arrow onto 
any part of the illustration by meons of 
the new Beseler built-in POINTEXT POINTER 
—thereby pointing out details without leav- 
ing the projector. 
4, YOU CAN use VU-LYTE on an uneven 
surface—project on small or large 
screens. In addition VU-LYTE is an amazingly 
quiet and cool operating opaque projector. 


| ‘ These advanced, exclusive features, plus others, are incorporated in 


a projector that weighs only 35 lbs. and is reduced in price! 

Ask for a free demonstration of the precision built VU-LYTE in 

_ your own projection room and for more information regarding this 
; truly new concept in opaque projection ask for booklet F 


CHARLES CB.c8 ele COMPANY 


est. 1e60 


SS 60 Badger Avenue, Newark 8, N. 3. 
The World's Largest Manutacturer of Opaque Projection Exulipment 











DISTRIBUTION 


Is a Full-Time Business 


N the first six months of 1951, 
Modern Talking Picture Service, 
Inc. certified to its clients 


456,823 showings 


of sponsored motion pictures to 


45,594,577 persons 


ever-growing Y # distribu 

’ vity pr ea more nar 

sor r T € ana 2) 
M/A 


ns films, enables Modern } 
provide the services of highly-traine 
specialists, improved techniques, com- 
prehensive audience research and de- 
velopment, controlled promotion to the 
right audiences and lower per-capita 
costs on films in circulation. 


* * * 


We welcome the opportunity to 
preview your picture and submit 


a distribution analysis. 


ooe 
Mauna 





MODERN TALKING 
PICTURE SERVICE 


INC. 


Headquarters 


45 ROCKEFELLER PLAZA—NEW YORK 
Telephone: JUdson 6-3830 

Division Offices 

PHILADELPHIA: 243 h &£ 


CHICAGO: |4 


LOS ANGELES 


















IN THE BUSINESS FILM FIELD 


T’s THE PEoPLe who work in it and for it who 
] make this business of film production worth- 
while. To all you, the engineers, craftsmen, 
technicians and writers, the sales forces who 
make the wheels go ‘round, the harried plant and 
studio executives, and the innumerable staff 
workers who carry out the details of this big and 
growing medium, we send our heartfelt greetings 
for a good new year. 

The holiday season was saddened by the news 
of John Wallace Carnrick’s sudden demise in the 
pre-Christmas week. Jack was Raphael G. Wolff's 
sales representative in the Chicago area and a 
real veteran whose career of useful service dated 
back to the early days of sound when he was a 
Western Electric staffer. In the intervening days 
he served Burton Holmes Films, the Jam Handy 
Organization and RKO-Pathe. 

Jack Krieger, formerly advertising manager of 
Richard D. Irwin, Inc., book publisher, is the 
newly appointed advertising and publicity chief 
at Wilding Picture Productions, Inc., Chicago. 
His nomination in December fills the vacancy 
left by the departure of Robert Husted, Jr.. who 
has returned to his native Ohio. 

At presstime, word was received of another key 
appointment. H. D. Bradbury has been named 
national manager of film recording sales of the 
RCA Engineering Products Department. A vet- 
eran of 24 years at RCA, he was formerly eastern 
manager of film recording sales in New York. 
Six-Month Survey Figures Give Some 
Interesting Data on Picture Trends 
* Continuing our occasional forays into the 
field of business film statistics we find that 
among the films that have come to our atten- 


TECHNICAL DEVELOPMENT oF THE YEAR? The 
advent of neu -lype l6mm sound and tape repro- 
ducing projectors (such as this RCA model 
shown below) was one of the significant technical 
developments of 1951. 








or 


tion in the past six months 68% were in color. 
The average sponsored film (discounting tele- 
vision) was 20 minutes, 12 seconds long. 

19.4% of these films were produced by na- 
tional and local trade associations. 

24.6% of the sponsors listed were engaged 
in non-commercial enterprises. They include: 
welfare 8.2°%, schools 6.0% . government agen- 
cies 5.6%, resort and locality promotion 4.3‘, 
and labor unions 0.5%. 

Of the 75.4% of sponsors engaged in com- 
merce, the classification breakdown is: petro- 
leum 5.2%, machinery 5.2%, drugs 4.8%, 
metals 4.7%, building materials 3.9°¢, chem- 
ical 3.8%, food 3.8%, publishing and printing 
3.5, public utilities 3.4, textile 3.4%, elec- 
tric equipment 3.4%, autos and accessories 
3.0%, insurance 2.6%, retail merchandising 
2.6%, beverages 2.6%, paper products 2.2%, 
home furnishings 1.7°, highway transportation 
1.3%, railroads 1.3%, farm equipment 1.3%, 
banking and credit 1.3%, aircraft 0.9%, and 
miscellaneous 9.5%. 

Films Aimed at Negro Audiences Raise 
Question of Procedure By the Sponsor 

* At least one major film sponsor is producing 
a film aimed specifically at Negro audiences. 
This reflects a growing consciousness among 
merchandising men of the rising purchasing 
power of Negro families. Constituting 10‘c of 
the population, the Negro has vastly improved 
his economic position in the past ten years, now 
represents a potent market for all sorts of con- 
sumer goods. 

The thought occurs, however, as to whether 
Negroes constitute an integrated market (such as 
farmers) for which special materials should be 
prepared. Does the Negro purchaser want to be 
approached primarily as a Negro, or, just as any 
other good customer? The existence of the suc- 
cessful Negro newspapers, magazines such as 
Ebony, Our World, Tan Confessions, ete. would 
seem to indicate that this is so, and would justify 
some thought on the part of film sponsors about 
how to reach this audience successfully with 
Negro-slanted films. It might especially be con- 
sidered, when the type of advertising copy carried 
in the Negro press is analyzed. Many national 
advertisers are specifically preparing separate 
advertising campaigns for Negroes. By analogy, 
under this system, sponsored films intended for 
Negro audiences should be Negro films. 

But, on the other hand, despite the burgeoning 
circulation of Negro publications, their own pub- 
lishers have stated that eventually there will be 
no need for a Negro press. There is some evi- 
dence that Negro buyers resent “segregated” 
merchandising appeals in any form. For in- 
stance, a few years ago store owners in Harlem 
and Chicago’s south side experimented with tan 
colored clothes dummies in their windows, think- 
ing the realism would be complimentary and 
effective. But customers showed unmistakably 
that they didn’t like the innovation and_ the 
dummies are lighter once more. 

Film distr.butors report there is no evidence 
that Negro audiences want films slanted particu- 
larly for them, in fact. the experience of minute- 
movie people and roadshowmen, as well as non- 
theatrical bookers indicates that Negro audiences 
are above average in reception to any film, and 
preparation of “special” subjects for them is un- 
economical and, in fact, unwise. Vad 
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Want to Buy a Violin? 


No doubt the violin is a good one. But there are plenty 


of good violins. And there are plenty of fiddlers to 
play them. The rare thing is the gifted artist with the 
talent and technique to evoke all the capabilities of the 


instrument. 


It’s the same way in our business. All motion picture 
producers have the instruments of production at their 


command. But it’s not easy to find people who can make 


the most of the medium. 


Over the years we have built up a staff of highly 
talented people. They bring to every picture the cre- 
ative ability and sound craftsmanship which are the 


keys to superior performances. 


Yes, we have the violin. More important, we have 


the ability to play it with skill and distinction. 











“AURICON 16mm Sound-On-Film fo 


Clete Rober £$ and his cameraman Russell Day 


use the AURICON-PRO for their world-wide coverage of the news 


Clate Roberts’ “WORLD REPORT” produced by U.S. 
Television News Reels for INS-Telenews is now 
being televised over 23 CBS stations in the East, 
plus complete TV coverage in the Western States. 


Clete Roberts says...“OUT OF 50,000 FEET OF 
16 MM FILM SHOT WITH THE AURICON-PRO 
SINGLE-SYSTEM SOUND CAMERA, NOT A SINGLE 
FOOT OF FILM WAS LOST. THIS INCLUDES 130 ISSUES 
OF “WORLD REPORT” FILMED FOR TELEVISION IN 
EAST ASIA, THE SOUTH PACIFIC, AND ALASKA, 
WITH TEMPERATURES RANGING FROM SUB-ZERO 
TO THE HEAT OF THE TROPICS AND UNDER THE 
ROUGHEST OF TRAVEL CONDITIONS. THIS FINE 
PERFORMANCE PROVES ONCE AGAIN THAT THE 
AURICON-PRO CAN ‘TAKE IT’.” 


BERNDT-BACH, INC. 


7387 BEVERLY BLVD., LOS ANGELES 36, CALIF. 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 


FOR DEPENDABILITY... 
... USE THE AURICON-PRO 


Write today for free Catalog. 


r Television | 


prophetic year in re- 
cent history, speaking of techni- 
cal progress in the audio-visual 
field. Although 1952 is more 
likely to be the year of fulfill- 
ment on tape recording, for ex- 
ample, we saw several excellent 
early models of the new tape re- 
cording and reproducing sound 
projectors. Assembly lines should 
begin to deliver these in good 
supply during °52. 

Tape intrigues the inventive 
mind and the promise of pictures 
and sound on tape may also be 
kept before another new year. 
Certainly audio plus visual com- 
munications will mushroom out 
very widely in business through 
many experimental adaptations 
of the tape-projector. The high- 
fidelity, professional recording 
via tape gains increasing prom- 
inence and the extreme portabil- 
ity of the whole method is bound 
to bring more of the field and 
factory into films. 

The film innovation of DuPont 
research, discussed elsewhere in 
this issue is still subject to check 
but the pilot stage has already 
revealed an enormously impor- 
tant irend toward the long-sought 
factor of greater wear-resistance. 
1952 is its proving-ground stage, 
although no stock is to be ex- 
pected for at least a year there- 
after. Any increased film manu- 
facturing facilities will be most 
welcome as the combined needs 
of television and the factual film 
plus many other uses for the 
identical base (such as aerial 
mapping, x-ray, etc.) keep all 
users very close to the actual 
manufacturing output of present 


slides. Available with 


Selectroslide 


Only completely automatic 750-1000 watt 2x2 
slide projector with remote control. Takes 48 


The Year in Technical Progress 


1951 was perhaps the most 


sources. What of the hundreds 
of new television stations im- 
pending as the FCC lifts its 
present freeze? 

Speaking of video, color tele- 
casting was commercially re- 
stricted as a defense measure dur- 
ing ’51 but research goes on and 
lessons being learned in superla- 
tive color film production by this 
business in the past year were 
already being adapted, such as in 
the CBS use of the best business 
films on its experimental color 
shows. In color processes, Com- 
mercial Kodachrome undoubted- 
ly reached a new high in ac- 
ceptance by business film makers 
with a considerable bloc also 
showing favor for Ansco’s im- 
proved color stock. There was 
also research progress in the 
looked-for new Kodak color 
stock. Preference of sponsors for 
color, wherever it could be 
profitably applied, was _ wide- 
spread and even a little over- 
done. 1951 proved you could 
still make a great film without 
color, as in the case of And Then 
There Were Four, With These 
Hands, and, for sheer pictorial 
beauty, remember Louisiana 
Story. 1952 should bring the 
latter in a 16mm version. 

Despite material shortages due 
to defense needs, the nation’s 
projector manufacturers of all 
types, including opaque, slide 
and slidefilm, and motion pic- 
ture, maintained consistent qual- 
ity and required few substitu- 
tions. The high rating given the 
educational value of this equip- 
ment was a NPA tribute to its 
useful place in the technical af- 
fairs of the nation in 51. a 


Completely 
Automatic 


“in-a-case” slide 





Write 
for brochure 





presentations. For displays, sales, schools, lec- 
tures. A modern display tool. 


SPINDLER & SAUPPE 


2201 Beverly Blvd. 
Los Angeles 4, Calif. 
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See It, Show It-New Kind of Safety 
~ Movie that's Winning Top Awards! 





Hollywood character actor Milburn Stone, shown 
on location, plays lead role of small-town doctor. 


Crusading doctor attacks indifferent 
state of mind that causes accidents! 


This entertaining story concerns a small-town doctor who becomes 
a crusader for safety following the accidental death of his wife. 
How the doctor emerges as a force in the lives of his friends — 
bringing to them a realization that accidents are caused by an 
indifferent state of mind that can be overcome — makes for a 
powerful and absorbing story. Because of its new approach to 
safety problems, “A Closed Book” is an important contribution 
to every member of your community. 











BOOKINGS Free of charge (all you pay is return postage) 


PURCHASE Only $50 for each 16mm print 


Running time: 26 minutes. Full sound (will not run on silent projector). 


Presented as a public service by 


FARM BUREAU 
INSURANCE COMPANIES 


Farm Bureay Mutual Automobile Insurance Co. * Farm Bureay Mutual Fire Insurance Co. 


Farm Bureay Life Insurance Co. * all of Columbus, Ohio 
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“A Closed Book” — judged most effective 
approach yet made toward promotion of 
safe practices in traffic, at home, and in 
industry — is now available for bookings 
free of charge, or for purchase at cost! 


Every man, woman and child in your 
community should see this new safety 


movie! 


It’s an entirely new idea for 
selling safety that has been so success- 
ful it has already won five major 
safety awards. Nearly seven million 
people have seen it and more than 
500 prints have been purchased by 
leading educational, commercial, in- 
stitutional and governmental groups. 
“A Closed Book” attacks the state of 
Yet it’s 
an honestly emotional and touching 


mind that causes accidents! 


story that has romance, humor, sus- 
pense — and a surprise ending that 


has left audiences limp. 


Its cast of 87 includes Hollywood 
character actors whose faces are fa- 
miliar to moviegoers everywhere. 


You can book or buy this prize-win- 
ning safety film now by mailing the 
coupon below to: 
Public Relations Department, 
Farm Bureau Insurance Companies, 
Columbus 16, Ohio. 


"A Closed Book’’ is hit of the year! 


These five major safety awards (four 
shown) have been presented to “A 


Closed Book”: 


@ National Committee on Films for 
Safety — Highest Honors in Traffic 
and Transportation Field, 1951 (co- 
winner). 


@ National Safe Drivers Association 
— Merit Award, 1951 


@ Film Council of Greater Boston 
— Second Award, Safety, 1951 


@ Freedoms 
Merit 


Foundation, Inc. — 


Award, 1950 


@ Ohio State Safety Council — 
Achievement Award, 1950. 


or_ 





(1) Send me 16mm print for purchase. Bill me for $50 later. 
() Send me additional information on the film. 


Name 
Organization 


City 


TO: PUBLIC RELATIONS DEPARTMENT 
FARM BUREAU INSURANCE COMPANIES 
COLUMBUS 16, OHIO 


I am interested in your prize-winning safety 


film, “A Closed Book.” Will you please: 


(0 Send me 16mm print for free booking on 


(alternate date) 


“A Closed Book" is ideal for showings to: 


School Groups « Religious Groups + Civic Groups 
Women’s Clubs « 


Safety Organizations + Youth 


Groups + Service Clubs « Conventions & Exhibits. 





(play date) 


Zone 
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For Instant Movability 
and Advanced Design 


“HYDROLLY” 


{TV or Camere Dolly! 


Hydraulic lift type for fast up- 
ward and downward motion 
of TV and Motion 
cameras. Lightweight 


Picture 
sturdy 

easily transported in a sta- 
tion wagon. Fits through a 
28” door. Adjustable leveling 
head. In-line wheels for track 
use. Steering wheel and {floor 
locks. 


PRECISION - ACCURATE “SYNCHRONIZER” 


16mm or 35mm 
IMMEDIATE DELIVERY 


Any combination of sprockets assembled 





to your specifications. Sturdy cast alumi- 


num construction. Foot linear type, with 
frame divisions engraved on sprockets. 
Contact rollers adjusted individually for 
positive film contact. Fast fingertip roller 


release, sprocket shaft slip lock, complete 





with footage counter. 


VARIABLE SPEED MOTOR with TACHOMETER 
for Cine Special Camera and Maurer Camera 


115 V. Universal Motor—AC-DC 
Variable Speed 8-64 Frames 
Separate Base for Cine Special 
Adapter for Maurer Camera 


INTERCHANGEABLE MOTORS: 
12 Volt DC Variable Speed 8-64 Frames. 


115 Volt AC 60 Cycle, Synchronous Motor, 
Single Phase. 


Animation Motors for Cine Special, Maurer, B & 
H, Mitchell Cameras, Motors for Bolex and Filmo 
Cameras, and Time Lapse Equipment 


e LENS COATING 
eT" STOP CALIBRATION 
e@ DESIGNING and MANUFACTURING 


of lens mountings and camera equipment 
for 16mm and 35mm cameras 

e BAUSCH & LOMB “BALTAR" 
LENSES and others for Motion Picture and 
TV Cameras 

@ RENTALS — SALES — REPAIRS: 
Mitchell, Eyemo, Bell & Howell, Wall, Cine 
Special Cameras 











Write for full information and prices 


NATIONAL CINE EQUIPMENT, Inc. 


20 WEST 22nd STREET NEW YORK 10, N. Y. 









Protestant Churches Increase Flow 
of Films on Mission Themes in ‘51 
* Cooperation between the Protes- 
tant Churches in the Protestant 
Film Commission has in past years 
resulted in one film per year on the 


annual mission theme. This year, 
through closer concentration of ef- 
fort, the churches have reaped the 
benefit of working together to a 
common purpose by achieving a 
complete visual coverage of all home 
and foreign mission themes. 
Latin-American efforts, 
an important Protestant project for 
the year, was covered by three mo- 
tion pictures, Wings To The World, 
Out of the Dust and Report From 
Vexico, as well as two filmstrips, 
Paulo of Brazil and Latin America 


Is Big. 


Home 


mission 


missions have been cov- 
ered by Again Pioneers on shifting 
populations, The Street, on the 
church communities, and 
On Common Ground, on rural 
churches. 

All film of the Protestant Film 
Commission and associated Protes- 


in city 


tant groups are released through 
the Religious Film Association. 
4 - * 

Religious Film Association Moves 

* Tue Rewicious Firm Associa- 
TION, INc. has moved to new offices 
at 220 Fifth Avenue, New York, 
where it will share space with the 
Department of Broadcasting and 
Films of the National Council of 
the Churches of Christ. The pur- 
pose of the move is to provide closer 
between the preduction 
the Protestant Film 
Commission, a part of the Depart- 
ment, and the Religious Film Asso- 


liaison 
functions of 


ciation, which acts as exclusive dis- 
tributor, 
ca * 

Change of Ownership Announced 
* P. J. Kilday and Jack C. Coffey 
recently announced reorganization 
of the STANDARD PROJECTOR AND 
EguipMENT Co., Inc., Niles, Ill. 

Under the new organization, Mr. 
Kilday will manufac- 
ture and sell Standard filmstrip pro- 


continue to 


jectors and filmstrip  rewind- 
cleaners under the name of Stand- 
ard Projector and Equipment Co., 
Inc., 7106 West Touhy Ave., Niles, 
lil. 

Mr. Coffey, acquiring ownership 
of that part of the business dealing 
with Standard filmstrip library 
plan cabinets, visible filmstrip rec- 
ord systems and the selected teach- 
ing filmstrip annual, will operate 
under the Jack C. Correy Co. 
name at 205 West Wacker Drive, 
Chicago 6, Ill. He will also con- 
tinue as president of EpUCATIONAL 


Directories INc., publishers of 





Patterson’s American Educational 
Directory which has been issued 
annually since 1904, 

Pictorial Films, Inc. Acquired by 
Milton Salzburg and Frank Soule 

* PicroriAL Fits, INc., a leading 
l6mm production and distribution 
firm since 1935, has been acquired 
from its former owners, Pathe In- 
dustries, by Milton J. Salzburg and 
Frank Soule. 

Mr. Soule has been president of 
Pictorial Films and now steps up 
to Board Chairman. Mr. Salzburg, 
founder of Pictorial in 1935, was 
president until 1947 when he left 
to form Cornell Film Company. He 
will be new president of Pictorial 
Films, Inc. as well as head of Cor- 
nell Film Company. 

The new owners have moved Pic- 
torial’s offices to quarters in the 
Paramount Building in New York, 
plan extensive advertising, promo- 
tion, publicity and dealer helps to 
pre-sell audiences on the current 
375 features and 250 short subjects 
in the Pictorial Films catalog, as 
well as new subjects that the firm 
will announce from time to time in 
the future. 

Advertising & Selling Alumni Hear 
Marjorie Tahaney on Slidefilms 

® Marsorig B. Tananey, New 
York slidefilm sales representative 
of RCA Custom Recorp Sa.es 
Division, was guest speaker last 
month at the annual meeting of the 
Advertising & Selling Alumni of 
the New York Advertising Club. 
Her subject was RCA’s Custom 
Record Story which she illustrated 
with display panels and a special 
slidefilm. James P. Davis, division 
manager, answered questions from 
the floor during an informal dis- 
cussion period, 

Business Films Shown at NYU 

* Films on industry and personnel 
were shown during “Management 
Week” held December 10 to 14 by 
New York University’s School of 
Commerce, Accounts and Finance. 
The films were part of a program 
which used forums, field trips and 
business office and production 
shows to give practical expression 
to the school’s management curric- 
ulum. 





You can buy titles for less than 
KNIGHT QUALITY sells for, but 
you cannot get greater value at 
any price. That's why our titles 
cost less in the long run. 


THE KNIGHT STUDIO 


341 E. Ohio Street, Chicago 11, Illinois 
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Business Movies - 
(Company-Backed Films 
\Play to Audience 500% 
Greater Than in 1946 
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20 Million People- See 


Business Motion 

















































































































icfures every week 


-hree! 


@ Before clubs, schools, churches, lodges, labor unions and other groups, 
American business, using the medium of sound motion pictures, is telling 
its story to a vast audience every week. Many business motion 
pictures are also shown in commercial movie theatres and on television. 


These motion pictures now reach a known audience of 20 million people 
every week—more than a third of the nation’s weekly attendance at movie 
houses—a greater audience than the biggest Hollywood audience getter 
of all time. 


Business is getting its message across to millions of Americans—at a very 3 
low cost. As an advertising and public relations medium, the impact of ? 
sound motion pictures is second to none. ‘ 


The Princeton Film Center, Inc. with more than a decade of motion 
picture production and distribution experience, serves a long list of clients 













who recognize the important fact that we produce more motion picture F 
value per dollar than any other quality producer. Our roster of clients 
inctudes: 












Yole & Towne Manufacturing Company U. S. State Department ? 
McDonnell Aircraft Corporati United States of Venezvelo 


































Petroleum Industry in Venezuela: Princeton University 
Shell-Caribbean Petroleum Corporation Pepsi-Cola Company 
Mene Grande Oi! Company Savings Bank Association of the 
Creole Petroleum Corporation State of New York & 
Texas Oil Company Deering, Milliken & Company 
Phillips Venezuelan Oil Company Ford Motor Company 
Richmond Exploration Company Lederle Laboratories 
North Venezvelon Petroleum Corporation (Division American Cyonamid) - 
Socony-Vacuum Oil Company Chicopee Mills, Inc. § 
Venezuelan Atlantic Refining Compony Uohnson & Johnson) a 








Pantepec Oil Company of Venezuela 
Creole Petroleum Corporation 
United States Navy 
United States Coast Guard 
Coordinator of Inter-American Affoirs 
Fairchild Engine & Airplane Corporation 
Grummen Aircraft Engineering Corporation 
Better Homes & Gardens 

(Meredith Publishing Company) 
Bethlehem Steel Company 
Pontiac Motor Division 
The Firestone Tire & Rubber Company, inc 
Wew Jersey State Highway Department 
Wew Jersey Department of Institutions and 


Anaconda Wire & Cable Company 
Worthington Pump & Machinery Corporation 
L. Bamberger & Company 
Boeing Airplane Company 
Pan American World Airways Corp 
Bell Aircraft Corporation 
Henry Disston & Sons, inc. 
Hyatt Bearings Division 

(General Motors) 
Packard Motor Cor Compony 
Electric Boat Company 

(Eco Naval Division) 
R. H. Macy & Company, Inc. 
Merck & Company, inc. 

















































Agencies General Electric Company 
R. T. French Company Pennsylvania Power and Light Company 
Wew York City Bosco Compony 






Boord of Transportation Radio Corporation of America 















May we, without obligation on your part, tell you about our production 
know-how and about the excellent organization we have for that most 
important element part of a business-sponsored motion picture — 
Distribution. Write for our brochure. 





























F THE PRINCETON FILM CENTER, INC. 
300 Park Avenue, New York, N. Y., Plaza 5-0322 
1714 Chestnut Street, Philadelphia © Princeton, N. J. 
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The battle of 1947 has been fought and won. 

On every hand the Sales Promotion Division is receiving 
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WE ARE INDEBTED to these and many other clients 


for their good words about Audio which have helped 


to introduce our company to many new prospects for 
motion picture productions. 


A complete file of these letters and a copy of the folder, 


A Few Facts About Audio”, will be sent upon request. 
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PRODUCERS OF MOTION PICTURES 


630 Ninth Avenue + Film Center Building « New York, N. Y. 
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IEWERS of the sight-and-sound medium 
which is now being transmitted to more 
than 15,000,000 American homes equipped 

with television receivers and the additional mil- 

lions of influential citizens and youth groups 

available in schools, churches, clubs, grange 
halls, factories, and a myriad of other commun- 
ity organizations equipped for 16mm projection 
constitute the most significant economic factor 
which has yet affected the destinies of the 
nation’s specializing producers of factual and 
sponsored motion pictures. 
Video Stations Need Program Fare 

The voracious program appetites of the ex- 

isting 108 television stations in the 63 U. 

television areas, where many are operating on 

twelve to fifteen hour daily schedules, has al- 
ready been demonstrated. In 1951 the TV in- 
dustry will use an estimated 300 to 350 million 
feet of film with at least 30 to 50% of all TV 
programs now on film. “This percentage” says 





PRODUCTION SPECIALISTS u he understand the 
full technical possibilities of films and the needs 
of sponsors comprise the business film industry. 


one authoritative source, “is rising as the ad- 
vantages and methods of using films become 
better known.” 

Applications on hand in the Federal Com- 
munications Commission for additional telecast- 
ing facilities in areas as yet unserved range from 
a minimum of 80 new stations to more than 
500. Commission chairman Wayne M. Coy has 
said that new station permits may be issued 
by the beginning of April. The Commission’s 
Broadcast Bureau chief, Curtis B. Plummer, has 
predicted that 80 new station permits may be 
issued by July of 1952. 

Meanwhile the American Telephone & Tele- 
graph Company has planned to extend coaxial 
and microwave facilities to eight or nine cities in 
the United States and to two cities in Canada. 
The Radio and Television Manufacturers Asso- 
ciation estimates that over 4,000,000 more video 
sets will be put on the market next year, bring- 
ing the estimated total to over 19,500,000 sets 
in use by the end of 1952. 


l6mm Audience Keeps Pace With Growth 


It should be pointed out that these are funda- 
mentally different audiences—the TV viewer at 
home—and these members of group audiences 
who see 16mm film showings. But their subject 
matter interests are often fundamentally the 
same and the two enhance and supplement one 
another without duplication. The only market 


affected projection-wise by TV receiver pur- 
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Business Fitm Stuptos, located in key centers throughout the U. S. and Canada, serve TV and l6mm 


>, 


/ f 


film production needs of business and industry. (DeFrenes Co. studios, Philadelphia, pictured above). 


Boom Year for Sponsored Films 


VIDEO DEMANDS ADD TO INCREASED 16MM AUDIENCE POTENTIAL 


chases has been the home use of sound pro- 
jectors, which is to the sponsor’s benefit. 

Sales figures on 16mm sound projectors show 
no sign of abating. The tremendous increase in 
school populations will soon show up in the 
middle grades, gradually 
school levels. 


advancing to high 
Sales of projectors to industry and 
to such groups as the churches 
zoomed upward in recent years. The solid evi- 
dence of the growth of this audience is reflected 
in just one commercial film distributor’s mid- 
year 1951 report of 456,823 showings to 45,594,- 
377 persons in just six months. 
Effect on Film Production Budgets 

These audiences for sponsored film produc- 

tion are available on 16mm showings for as 


have, in fact, 


There are 108 TV stations in operation in these 63 U.S. 



















































































Konses City 6 


little as one-cent-per-person. Obviously a_po- 
tential audience of five to ten million persons via 
l6mm, plus other millions via sustaining or pur- 
chased time in television and plus the possibili- 
ties of sustaining use in theatres (nearly 10,000 
theatres are available to good sponsored shorts) 
at the trifling cost of only one additional cent 
per head for production cost means budgets of 
$100,000 and upward are now easily justified 
on consumer films. 

More picture value for the money is the prom- 
ise which specializing producers of sponsored 
films are able to make to advertisers—and to 
keep. Sponsors, TV stations (new and impend- 
ing) and all who serve them will need what 
they have to offer—in abundance—in 1952. & 


video areas; most of them are inter-connected. 
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Distribution: Backhoneof Production 


1951 


r HE REVIEW and clear definition of cer- 
Disc trends which were of key importance 
in the distribution of sponsored motion 
pictures during 1951 could well provide real 
insight into basic patterns of progress which 
guide the commercial screen medium. 
The potential audience available to film spon- 
sors continued to climb steadily upward in sheer 


numbers during 1951 for these basic reasons: 


Self-Equipped Audience Ils Pyramiding 

(1) The continued output and sale of 16mm 
sound projectors to schools, churches, business 
and industrial concerns, labor groups, clubs, 
etc., increased the number of self-equipped audi- 
ences seeking 16mm sound films for all types of 
program interests. Few projectors, compara- 
tively, go into discard each year and so the an- 
nual accumulation of additional thousands of new 
group owners, both urban and rural, is putting 
heavy pressure in terms of booking requests on 
sponsors of films with “general interest” content. 
)) 


Theatrical channels for sponsored films 
containing subject matter in the “public inter- 
est” or otherwise acceptable to theatre patrons 
remain fairly wide open for good pictures. If 
1951 was a year of decline in this field, it cer- 
tainly wasn’t apparent to the sponsors whose 
films found favor with theatre managers. The 
slump in urban attendance was more than com- 
pensated by the opening of thousands of drive- 
ins where a good many sponsored short subjects 
found ready acceptance. 

(3) Sustaining use on a free basis of good 
informational films, public service pictures, ete. 
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REVIEW OF TRENDS 
SHOWS LARGER AUDIENCE 


IN FILM DISTRIBUTION 
AVAILABLE TO SPONSOR 


was a common occurrence during 1951 on the 
nation’s 107 television stations. The lifting of 
the FCC “freeze” during 1952 and the lack of 
sufficient program material to supply hundreds 
of additional video outlets would seem to indi- 
cate further distribution opportunities for spon- 
sors with a stockpile of interesting films to offer. 


Inter-Relation of Quality Production 


(4) Audiences were being encouraged and 
enlarged by many new films produced in 1951. 
For instance, the enthusiastic reception accorded 
well-made sponsored films in the home econom- 
ics field, where both youth and adult groups of 
girls and women and their instructors provide 
a large and regular audience, was further ex- 
tended by 11 new films on food preparation 
sponsored by Armour & Company. 

An audience always partial to sponsored films 
with a sports or recreational theme are the many 
thousands of sports groups providing nation- 
wide audience of men and boys. The recent 
Nash-sponsored color films on Hunting and Fish- 
flaska, pictures from Ford, Olin Indus- 
Arms helped make this 
audience a big factor in 1951 distribution fig- 


ing im 


tries, and Remington 


ures, 
Merits Increasing Share of Budgets 

A single new film like Armour’s The Clean 
Look on the very popular themes of good groom- 
ing and personal hygiene further increased the 
acceptance of the medium. 

These expanding audiences among self-equip- 
ped groups owning or having ready access to 
16mm projectors, in theatres and via television 








were providing the ingredients for the screen 
medium’s continued bid for budget recognition. 
During 1951 it was becoming increasingly ap- 
parent to sponsors that a sizeable stack of chips 
was required to play the distribution opportuni- 
ties to the limit. The tradition of stocking up a 
list of titles in the company film library, with 
comparatively few prints of each subject, is now 
outmoded by the size and nationwide location 
of available audiences. 


Turn-Downs Are Poor Public Relations 

Inadequate print supplies located at a few 
distribution points meant that the sponsor either 
had to keep his film library an unpromoted 
secret or face the prospect of reversing his pub- 
lic relations through a larger proportion of turn- 
downs or long-delayed bookings. This latter 
development was becoming one of the screen 
medium’s real problems in 1951. 

But what sponsors really looked for in °51 
was tangible evidence of the medium’s positive 
values and a workable formula for judging its 
effectiveness as a definite medium. Obviously it 
was beyond comparison with traditional product 
advertising media such as printed advertising 
or billboards which hold attention for less than 
a minute at best. The average sponsored film 
going to general audiences in 1951 through 
regular commercial film distribution channels 
was paying these dividends: 


Media-Power Plus Certified Audiences 

(1) It was holding the full attention of ac- 
countable group audiences for an uninterrupted 
viewing and listening period averaging 18 full 
minutes. Films in circulation via these commer- 
cial distributors ran from 10 to as long as 47 
minutes, with a definite preference for the 20 
to 25-minute length. Films can tell more, keep it 
remembered longer. 

(2) One national distributor (Modern) was 
able to supply sponsor clients with advance 
booking notices in sufficient time to effect pro- 
motional tie-ins on over 90% of the showings. 
Certified attendance reports, signed by an ac- 
credited representative of the audience, were 
the basis for distribution charges on 100% of 
the showings by commercial film distributors. 
Audience reaction reports, submitted quarterly, 
were another of the key control factors assuring 
the sponsor of his film’s true effectiveness. 


Cost Per Person Is Dropping Rapidly 


(3) The cost of reaching film audiences was 
dropping steadily, despite the increased number 
of prints required to serve them. In 1947, one 
major user of films in the lumber industry ap- 
propriated $100,000 to reach slightly more than 
1,200,000 persons. That same appropriation will 
deliver in excess of 11,000,000 attendance this 
year through the combined channels of l6mm 
groups and theatres. In addition, sustaining use 
on television will provide a large bonus attend- 
ance. 

And Then There Were Four, a widely-cited 
traffic safety subject which was extensively shown 
in 1951 was seen by more than 6,000,000 peo- 
ple in theatres and another 1,500,000 persons 
saw it in schools, churches, clubs and other 
l6mm audiences. The cost-per-person reached 
by this widely-popular 27-minute sound motion 
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picture was close to one cent a head for the dis- 
tributor’s full service ranging from audience pro- 
motion through final certification and collection. 
Prints, furnished by the sponsors (General 
Petroleum, Socony-Vacuum, etc.), would add 
only a little over a penny per person and the 
total cost was on a downhill trend since prints 
were still in excellent shape for several million 
more attendance, as this program rolls along. 

Audiences generally pay transportation 
charges both ways on sponsored films handled 
by most all distributors. Important factors 
related to this custom were the increasing cost 
of both parcel post and express in 51 and 
noticeably greater delays in transit. These factors 
emphasized the importance of decentralized film 
library operations with distribution facilities 
located as closely as possible to audience con- 
centrations so as to minimize charges to the 
audience and to achieve maximum turnover on 
the local print inventory. 


Good Pictures Keep Rolling Along 

There were other trends and figures in the 
patterns developing for distribution in 1951 that 
helped to prove the screen medium’s rules for 
success. For example there were numerous films 
still in circulation (and widely popular) that 
had been produced from five to ten years pre- 
vious. Among these was Unfinished Rainbows, 
Alcoa’s color film on industrial research oppor- 
tunities, which had passed a full decade of use- 
ful service and was already past the 30,000,000 
mark in total attendance. At the 20,000,000 at- 
tendance figure, Alcoa’s cost-per-person reached, 
including print cost, was under one and three- 
quarters cents a head. 

The United States Office of Education had 
already confirmed in its 1950 survey report 
(“Movie Projectors in Public High Schools”) 
that “five out of six public high schools in the 
United States now have 16mm sound projectors 

. that more than 20,000 junior and senior 
high schools have the basic equipment for the 
use of educational films.” 

The Committee on Medical Motion Pictures of 
the American Medical Association had also indi- 
cated that more than a third of the nation’s 
6,016 largest hospitals were also equipped with 
l6mm sound projectors. 50,000 Protestant 
churches have also reported availability of 
16mm sound equipment. 


More Than 400,000 Projectors Made 

But the total size of the self-equipped audi- 
ence in the U. S. might also be considerably 
larger than any one had previously guessed, A 
late 1951 survey by the publisher of Business 
ScREEN among the leading manufacturers of 
16mm sound equipment indicated that well over 
400,000 machines had been manufactured in the 
eleven year period between 1940 and 1951. While 
this included all models going to the armed 
forces in 1940-1945 and 10% to 15% going 
into export, it was equally clear that several 
hundred thousand machines were in the hands 
of U. S. film users. 

Figures like these helped account for the 
report in 1951 that a single national sponsored 
film distributor (Modern Talking Picture Serv- 
ice) had certified a total of 3,245,004 show- 
ings for its clients during a 20-year span 
(CONTINUED ON 


PAGE FORTY-NINE) 
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que MILLIONFOLD AUDIENCES LIKE THESE MAKE FILMS A MEDIUM Summ 
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LireRAL AND Yet IMAGINATIVE this title has 
pulled a large audience for Lumbermen’s Mutual. 


RIZONA 


NATURAL RESOURCES 


Tuere’s No Doust about the content of this 


very popular subject produced by Atlas Film. 


(ood Titles Attract Better Audiences 


BOOKING REQUESTS INCREASE WHEN YOUR FILM TITLE HAS EYE-APPEAL 


HOSE WHO DISTRIBUTE business films 
have an important point to make to pros- 
pective sponsors and to the producers who 
serve them. The phrase “what's in a name?” is 
the key to the importance of a good title for your 
next business film. 
l6mm audiences, now totaling into the hun- 
dreds of thousands, book such pictures from 
printed reviews, circular material, film catalogs, 
and magazine listings. The title, say national 
distributors such as Modern Talking Picture 
Service, Inc., can spell the difference between 
intense print activity and therefore greater re- 
turns on the film investment or a far slower 
movement requiring greater promotional effort 
to get the film widely used. Here’s a “for in- 


stance : 


Betty Crocker “Sells” a Picture 

The General Mills cake-baking film began its 
distribution career with the original but some- 
what vague title of 400 Years in 4 Minutes. An 
excellent color film which describes the Betty 
Crocker Double Quick “blending method” for 
turning out tasty cakes in a jiffy, 400 Years had 
a natural audience in the very active home eco- 
nomics field (which takes to this kind of picture 
like bunnies to a lettuce patch). But two funda- 
mentals were missing as the bookers soon dis- 
covered. Demand was lighter than for similar 
films of this type and, secondly, the magic name 
of Betty Crocker wasn’t being used to speed up 
demand. Presto: the film was billed as Cake Bak- 
ing With Betty Crocker in promotional litera- 
ture and the audience demand zoomed up- 
ward on the first mailing. 


Tell It Straight or In Reverse? 

The Clean Look, a new Armour & Company 
him on good grooming, 1s cited as a “natural . 
which has enjoyed tremendous popularity ever 
since it was issued. Well over 200 color prints 
are kept in constant circulation and bookings 
are now being made months in advance. 

How to Catch a Cold, the Disney color car- 
toon for International Cellucotton, is a good try 
at whimsy in a title but, despite the pull of 
Disney’s genius and the obviously widespread 
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interest in avoiding (or at least “containing” ) 
the common cold, industrial relations film pro- 
grammers, responsible for many hundreds of 
industrial plant showings each week, have indi- 
cated some preference for straight talk in a 
title as important as this one. There’s also a little 
nervous shying, incidentally, at the film’s advice 
to stay home and in bed at the first sign of a 
cold, Personnel people know how little it takes 
to encourage absenteeism. 

Titles don’t have to be too literal. One of the 
year’s most popular pictures, with a sock dra- 
matic ending toward which all of its narrative 
threads lead during the unreeling, is And Then 
There Were Four. In this case the stellar billing 
given James Stewart, as narrator, easily makes 
up for vagueness in the title. This is one of the 
truly great safety motion pictures of recent 
times. Last Date, the “teenacide” traffic safety 
film, has a similar title twist and you couldn’t 
ask for a more appropriate handle. This subject 
has also scored exceptionally well among thou- 
sands of audiences in the past year. 


This Title Lives Through the Years 

The bellwether of them all is Unfinished Rain- 
bows. For nearly a decade, now reaching toward 
the 30,000,000-plus mark in total audience, this 
Alcoa color film has continued to book to near 
capacity all of its several hundred Technicolor 
16mm prints. Its subject? The title tells the 
story: the Unfinished Rainbows of unending re- 
search toward a better life. In this same vein of 
descriptive titling that tells the picture’s story 
in a nutshell are Trees and Homes (Weyerheu- 






































ser) ; The Cheese Family Album (Kraft) ; Money 
at Work (New York Stock Exchange); Clear 
Track Ahead (Pennsylvania RR); Never Keep 
a Good Steak Waiting (Kroger Co.) ; and Trees 
to Tribunes (Chicago Tribune). 

Our choice for the “oddest title” award used 
to be Meat and Romance (National Livestock & 
Meat Board) but the trophy is currently being 
held by All Flesh Is Grass, sponsored by the 
American National Cattlemen’s Association of 
Sheridan, Wyoming. 


Desired Audience a First Consideration 

Speaking to the point, however, there’s magic 
and money in a good film title. So pick your 
next one wisely, with the audience FIRST in 
mind, You don’t have to be half as clever or 
as cute as you might ordinarily think. Just fig- 
ure that the guys and gals you want to see your 
offering are looking for a program that appeals 
to their immediate program interests, they want 
to know quick-like what it’s about and how close 
to the mark your picture hits. If its a men’s busi- 
ness group, Credit Man’s Confidence in Man, 
sounds like good stuff and they won’t be disap- 
pointed. If its a cooking class at Lucy Flower 
High School, Frankfurters and Bacon or Chicken 
and Pie or Your Festival of Cheese Recipes 
sound like their dish. Armour has the figures 
to prove that point. 


Double Dividend When Title’s Right 


The difference, says 16mm distribution expert 
Richard M. Hough, Midwest Regional Manager 
of Modern Talking Picture Service operations, 
lies not only in the pleasant dividend of more 
booking requests, but also in reaching audiences 
which have a more direct interest in the sub- 
ject matter of the film. 

Scrub Game, for example, is an excellent 
treatise on keeping Junior's hands and face 
clean but has probably disappointed many 
an athletic director. 

The selection of a clearly-descriptive picture 
title is more important to 16mm film bookers 
than to theatre managers. 4g 


EDINBURGH AWARD TO FORD PICTURE 













































Leo Breese of the Ford Motor Company and 
Director Larry Madison of MPO Productions 
inspect the Certificate of Exhibition they re- 
cently received from The Edinburgh World Film 
Festival. Ford’s film, THe American Cowsoy, 
shown at the Festival, is the fourth in the com- 
pany’s Americans At Home Series of films. 
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Sam Levene, Arlene Francis play stellar roles in “With These Hands” 


Labor's Pictures of the Year 


RECENT AFL AND CIO ORGANIZATION PICTURES SHOW CONSTRUCTIVE TREND 


ILMS SPONSORED by the nation’s leading 
Fis. organizations in the past year (plus 

a few months) have differed vastly from 
the vitriolic outbursts of the earlier post-war 
period. While the strong defensive strain and 
caricatured expression were still evident in such 
a film as the Retail Clerks International Asso- 
ciation’s A Watch for Joe, the dominant theme in 
the newest labor pictures is basically construc- 
tive. 

Critics of the most moving labor film of them 
all, the International Ladies Garment Workers’ 
epic With These Hands, have pointed out that 
its plot story shares little or no credit with man- 
agement for the present economic well-being of 
its principals. That would indeed be the mil- 
lenium in sponsorship and it can also be pointed 
out that a management-sponsored film giving 
credit to union organization for the stability of 
its manpower supply has also yet to be pro- 
duced. Why not? 


AFL Convention Features Labor Films 


This year’s 70th Convention of the American 
Federation of Labor, held at San Francisco in 
September, put special emphasis on labor films. 
Nine of the newer films either produced by labor 
organizations or of particular interest to labor 
men and women were screened in a special pro- 
gram arranged by John D. Connors, director 
of the AFL Workers Education Bureau. 

The Bakery & Confectionery Workers Inter- 
national Union film /t’s Up to You opened the 
show and pointed up the active safety cam- 
paign waged by the union. Members’ responsi- 
bility for keeping safe was stressed as this labor 
organization set a good example in maintaining 
its share of uninterrupted production through 
safety education. The wisdom of its course is 
given shock treatment as members learn that the 
union has had to pay out three million dollars 
from its Old Age and Retirement Fund for 
disabling injuries to members on the job. 

Two other unions, the Amalgamated Meat 
Cutters and Butcher Workmen (showing The 
Pursuit of Happiness) and the United Brother- 
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hood of Carpenters and Joiners (which spon- 
sored The Carpenter) presented over-all pic- 
tures of their unions’ activities. 


CIO Continues to Stress Pictures 


A far cry from the now-divorced United 
Electrical Workers-C1O offerings Deadline for 
Action and The Great Swindle, with their strong- 
ly suspect Communist leanings is the present 
phase of CIO union film activities. UEW was 
never representative of ClO film viewpoints and 
that is certainly apparent in such a film as the 
Textile Workers Union subject Union at Work, 
described as a “sincere and sympathetic picture 
of labor unions in operation.” 

George Guernsey, who heads this educational 
activity in the CIO headquarters at Washington, 
D.C., has been a progressive leader of the na- 
tional organization’s continuous interest in the 
medium this past decade, Latest among the CIO’s 
Film Library offerings is the National Film 
Board of Canada’s documentary Local 100. Here 
is a Canadian-produced subject that sets an 
example in cooperation. Local 100, which shows 
how the unfair discharge of a worker led to the 
formation of a union and a contract, was 
worked out in cooperation with the Canadian 
National Catholic Syndicates, the Trades and 
Labor Congress, and the Canadian Congress of 
Labor in consultation with the Canadian Deprt- 
ment of Labor. 


Locals Better Equipped for Showing 


By the simple process of accumulation, locals 
of the various national labor groups are be- 
coming better equipped each year. Though still 
far from anything approaching saturation, each 
new picture sponsored by a headquarters or- 
ganization leads to further equipment purchases 
and better showing potentials for these and sub- 
sequent pictures. 


It will be remembered that local union halls 
have eagerly sought general interest, sports, and 
recreational films with which to maintain mem- 
bership attendance at union meetings. The film 


helps all around. Va 






PICTORIAL PREVIEW OF “LOCAL 100” 





Jim Lavore (back to camera) is fired for being 
absent. The foreman said he was drunk. 





FEAR FOR THEIR Joss and other grievances start 
the men talking union after Jim’s dismissal. 





Unron REPRESENTATIVE advises organizing com- 
mittee “build a fair case and you'll win.” 





BARGAINING COMMITTEE presents its case to the 
management and an agreement is reached which 
is later ratified by general meeting of employees. 
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TV Comic Ciirr Norton does some 
experting in new Bendix film. 


“efficiency” 


Wire Tont G-Man reads Cliff's speech on how 
to run an efficient household. 


“The Light Touch” Adds Appeal to Sales Films 


Bendix Sugar Coats Selling Message 


* Sugar coating a selling message deftly in- 
serted in an entertainment type of film is in- 
creasing sales of automatic washers and dryers 
fer the Bendix Home Appliance Division, Avco 
Manufacturing Corporation. 

Produced by Wilding Picture Productions, 
Inc., in their Chicago studios, the films feature 
Cliff Norton, TV and stage comedian. The first 
two films released feature the Bendix automatic 
dryer and automatic washer respectively. Each 
subject runs nine minutes and is available on 
l6mm as well as 35mm. 

William A. MacDonough, 


merchandising manager, who was technical ad- 


Bendix national 


visor during the shooting, made the first public 
showing to the Chicago Sales Executives Club 


this fall. 
Films Useful in Many Situations 


Bendix is using the films in a number of ways. 
Eighty Bendix distributors showed the films to 
11,000 dealers and salesmen at 250 dealer meet- 
ings in a 60-day period. In addition, Bendix 


distributors have been supplied with specially 


built Ampro continuous suitcase projectors for 


daylight showings. The company calls these 
“Vis-U-Matics” and has set up an elaborate pro- 
gram for their use 

Distributor salesmen use the Vis-U-Matic to 
show the films to prospective dealers and to hold 
field training meetings with established dealers. 
The Vis-U-Matics also are loaned to retailers 
for use in store displays, demonstrations and 
programs. Many dealer salesmen making eve 
ning calls at prospects’ homes bring the Vis-U- 
Matic loaded with the films and the neighbors 
are invited over for the movies, a cup of coffee 
and a product demonstration. This not only 
helps close an immediate Bendix sale but also 


develops new prospects. 
“Plus” Audiences in Consumer Field 


Through their home service departments, 
Bendix distributors are making the films avail 
able to high school home economics teachers. 
Occasionally, the presentation of the film is part 
of a program put on by a Bendix home service 
director that includes ¢ demonstration. 


Another use for the shorts which distributors 


and dealers are exploiting is in regular movie 
houses. Bendix works out an arrangement with 
the theater owner and a local dealer whereby a 
new automatic washer or dryer is set up in the 
lobby and given away at a drawing at the end 
of the week. In exchange, the owner agrees to 
run one of the films as a short subject. 

Because of their nine-minute length, each film 
makes a good 10-minute television program with 
plenty of time at the end for a local dealer tie-in 
identification. In television areas, this use is re- 
ceiving more and more emphasis. 


TALENT Scout Paul Langton gets no sympathy 
from Hazel Dawn in “Holiday for Bill”. 


“Holiday for Bill” 


DEARBORN MOTORS ENTERTAINS 
Sponsor: Dearborn Motors Corporation. 


Title: Holiday for Bill, 30-minute sound film 
produced by The Jam Handy Organization. 


* During the fall and winter months, the na- 
tion’s large implement manufacturers use the 
potent appeal of 16mm sound motion pictures to 
attract large audiences of their potential farm 
customers to regional and local dealer demon- 
stration days. Holiday for Bill, new 30-minute 
film sponsored by Dearborn Motors Corporation 
is one of the best of this season’s efforts. 
Holiday, as its title implies, is pure entertain- 
ment with a farm appeal but there’s good sales- 


manship in its plot story. This centers around 
Pat Holiday (played by Hazel Dawn, Jr.), a 
young singer who gave up her career to return 
to her farm home, and Bill Kemp, tv talent scout 
(played by Paul Langton). A romantic inter- 
lude, which develops as Bill discovers his real 
affinity for a return to the soil, leads to the happy 
ending. Holiday for Bill is well cast, pleasant to 
the eye, and has had an excellent response in 
farm community programs sponsored by Dear- 
born dealers. ey 


“Double Feature” Hit 


YALE & TOWNE’S SALES PROGRAM 


Sponsor: Yale & Towne Manufacturing Com- 
pany. 


Title: Double Feature, produced by the Prince- 
ton Film Center. 


¥%& In a departure from the conventional sales 
motion picture, the Yale & Towne Manufactur- 
ing Company has hit upon a good combination 
of humor and solid sales punch in its new film, 
Double Feature, produced by the Princeton Film 
Center. 

With Arnold Stang, well-known comedian, as 
the featured player, the picture starts off on a 
happy note and follows up the light touch 
throughout the film. Nevertheless, Yale & 
Towne’s selling message is prominent from start 
to finish. 

“Yale & Towne’s new film,” says Gordon 
Knox, president of the Princeton Film Center, 
“supports our contention that a motion picture 
as a sales stimulus can be both informative and 
entertaining.” 

Double Feature is the eighth motion picture 
made for Yale & Towne by the Princeton Film 
Center, and it was written by John Capsis and 
directed by Robert Elwyn. The film was 
shown at nearly 200 Yale & Towne regional sales 
meetings during this Fall and the popular sales 
promotion program is being carried on in the 
early Spring months just ahead. ag 


COMEDIAN ARNOLD STANG and “friend” in scene 
from Yale & Towne’s new “Double Feature.” 
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PRINTING 
precision pictured in Remington slidefilm. 


Quality in Precision 


NEW REMINGTON RAND SLIDEFILM 


CALCULATOR parts requiring fine 


* A trip through the largest typewriter factory 
in the world, RemincTon RAnp’s.31-acre Elmira, 
N. Y. plant, is the subject of a new sound slide- 
film, Precision—Key to Quality which has been 
released recently for general distribution to the 
company’s branch office, distributors and agents. 

This 22-minute film profiles the assembly-line 
manufacturing processes for the company’s Elec- 
tri-conomy typewriters and printing calculators 
as well as the intricate parts-making operations 
which comprise a large part of the plant’s func- 
tion. 

Starting with the premise that the inside of 
manufacturing does fascinate millions of people, 
the narrator guides a typical visitor through the 
immense Elmira factory. This visitor, a young 
man named Harry Spender, wants to see the 
“whole typewriter” made—and he does, along 
with a “whole” printing calculator. 

In the punch press department, Harry seees 
coils of raw steel fed into huge presses which 
stamp out blank parts, form them and pierce 
them. Then he sees these parts hardened, plated 
and polished. He sees many of Remington Rand’s 
new manufacturing techniques such-as the in- 
jection molding of key tops, and copper-hydro- 
gen brazing. He visits the type department, the 
spring department, the gear department, paint 
shop and the servicemen’s training school. 

After lunch at the plant cafeteria, Harry goes 
down the Electri-conomy typewriter and print- 
ing calculator assembly lines. The narrator de- 
scribes how the various components are first 
sub-assembled and then channeled smoothly onto 
the main assembly line, where, piece by piece, 
the machines take form. Harry follows them 
through the various hand automatic testing op- 
erations, right to the final steps of packing and 
shipping. As he says when he leaves: “. . . now 
I know what precision manufacturing really 
means.” 

While produced primarily for use among its 
own personnel, Precision—Key to Quality is 
available with projector on a free loan basis to 
business organizations, schools and other inter- 
ested groups, either from 


Remington Rand 
branch offices or by application to Remington 
Rand Inc., 315 Fourth Avenue, New York 10, 
New York, Rr 
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Fighting Traffic Toll 


FILM SHOWS “FREEDOM’S HIGHWAYS” 


PictureD Ricut is the Rockett pro- 
duction crew at work on new Auto 
Club film “Freedom's Highways.” 


Sponsor: The Automobile Club of Southern 


California. 


Title: Freedom’s Highways, 20 minutes, full 
color. Produced by Frederick K. Rockett Com- 
pany, Hollywood. 


* No automobile ever caused an accident by 
itself—this is the basic theme of Freedom’s High- 
ways, a new 16mm color and sound motion pic- 
ture sponsored by the Automobile Club of 
Southern California. Produced by the Frederick 
K. Rockett Company, the film deals with society’s 
responsibilities toward automobiles and high- 
ways. The story itself, narrated by a benign 
old “ghost,” revolves around a teen-ager who 
is about to get his driver’s license and his 
father’s attempts to impress upon the boy that 
a driver’s license entails grave responsibilities. 

Action in the film is unfolded against a back- 
ground of “locations” that range from Los 
Angeles International Airport to rural areas in 
the Owens Valley. The age of the “horseless 
carriage” is briefly re-created with use of a 1910 
Hupmobile sports car and a 1905 Buick (the 
first model built). Ancient California license 
plates along with street signs of similar vintage 
are used to give an authentic flavor to an era 
of bowlers, driving jackets and stubborn en- 
gines, 

But of primary interest to the’ automobile 
club are modern problems and responsibilities 
of automobile operation. Using the film medium 
for the first time in some years, the club worked 
in close cooperation with the Frederick K. 
Rockett Company in producing the film. 
Scripted by William K. Baxter and directed by 
Betty King, Freedom’s Highways carries a mes- 
sage of interest and importance to all who drive. 


WONDERS OF SHENANDOAH VALLEY 





Tuis Luray CAVERN scene is single sequence 
from recent Charles D. 
“Daughter of the Stars” 
attractions in the Shenandoah Valley region oj 


Beeland production 
which shows tourist 


Virginia. Story was planned and written by 
Holcombe Parkes, Benton & Bowles advertising 
executive of New York City. Color film is 
22-minutes in length and will be distributed by 
Shenandoah Valley, Inc., Staunton, Va. 





Medical Pharmacy 


* Speaking to a medical group the other day, 
the head of a leading medical school said, “Who 
do you think is teaching doctors the practice of 
medicine these days? It may surprise you, but I 
believe it is the detail man.” 

The eminent teacher was undoubtedly exag- 
gerating for effect, but his statement is essential- 
ly sound. The constant research and development 
of the pharmaceutical manufacturers is regularly 
developing new products that play ever increas- 
ing parts in combatting disease. Doctors find 
that more and more of their time must be given 
to keeping up with new developments in the 
pharmaceutical industry, in fact, an unwilling- 
ness on their part to do this will hinder the 
progress of medical science. The incurable or 
dificult disease of a month ago may possibly 
be an easy prey to the latest anti-biotic. 

Despite his usefulness to the doctor, the phar- 
maceutical detail man faces a continual contro- 
versy: The busy doctor with an office full of 
patients often feels he can not take time to talk 
to the detail man regardless of the importance 
of his message. 

As an aid in solving this dilemma, the Medical 
Film Guild, Ltd., long-time medical and surgical 
film producers, have made a new film, Effective 
Pharmaceutical Detailing, 50 min., color, that 
tells how to get a foot in the physician's office, 
and what to say without offending his profes- 
sional pride. 

The film is a compromise based on hundreds 
of interviews with pharmaceutical sales man- 
agers and detailers. The managers feel their 
greatest need is for materials that teach the 
basic fundamentals of ethical drug salesmanship. 
The detailer usually feels he knows almost all 
there is to know of his trade. wants new ideas. 
(CONTINUED ON 


PAGE FIFTY-THREE ) 
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First Step: photographing present job operation with motion picture 
camera operating at a fixed speed of 1,000 frames per minute. The engineer 


assigned to the job takes his own pictures. 


Tuirp Step: utilizing information revealed in the chart as the engineer dis- 
cusses proposed new methods with a machine designer who then works out 


final designs for new or improved machines. 


SECOND STEP: engineer projects his film on a special projector which, enables 
him to chart the time required for each segment of the operation and to 


analyze each type of motion: chart reveals weak spots. 


Tuts Is THe ReEsutt: a new machine which does the job with greater effi- 
ciency and with greater comfort and convenience for the operator. This 


machine increased production by 75%. 


MOVIES AID MACHINE DESIGN 


New Application of Micro-Motion Pictures Used at Eastman Kodak 


to Increase Efficiency in Machine Design and Speed Production 


ICRO-MOTION MOVIES have for years 
been used by various industrialists and 
photographers throughout the country. 

But the way the Eastman Kodak Company and 
some others are making use of these films and 
the way they are using them in machine design 
work is definitely novel and interesting. 

The technique has tremendous industrial pos- 


sibilities. Heretofore, micro-motion movies have 


been used at Kodak 


as in most other cases 


almost exclusively as a means of measuring and 
evaluating manual efficiency. Now, however. such 
motion pictures are being made as the first step 
in machine efficiency and design studies. And 
those who have worked with them in this field 
believe that their potential usefulness is greater 
here than it ever has been elsewhere. 

Th reason that the technique is proving so 
helpful as an approach to machine design is 
that it enables Kodak engineers to put a time tag 


(in thousandths of a minute) on every motion 


the operator performs. Since time is money this 
means that engineers can put a dollar sign on 
any operation or movement and accurately pin 
down costs. They can also, from the same data 
tell in a glance whether or not the machine oper- 
ator is working with maximum efficiency as far 
as the present design of the machine permits. 
Knowing costs for the established method of 
operation, and likewise knowing the percentage 


BUSINESS SCREEN MAGAZINE 





of potential operator efficiency, Kodak engineers 
can then begin to consider ways and means of 
increasing efficiency and decreasing costs through 
the use of special jigs, fixtures, or machines. By 
projecting estimated cost and performance data 
based on the standard elemental times generally 
used in compiling estimates of this type, the engi- 
neers can consequently pre-determine whether 
or not the job could be done more efficiently 
by such means. 


Comprehensive Data for Designers 


Studies of this type also enable Kodak indus- 
trial engineers to provide machine designers 
with exact work-place specifications, sizes, dis- 
tances, reaching-distances, positions of controls, 
and other data needed to design the most pro- 
ductive machine while also making the work 
much easier and less fatiguing to the operator. 

The success of this technique—and its poten- 
tial usefulness to business in general—may be 
estimated from the fact that in one case where 
the technique was applied, production was in- 
creased almost 400%. In another case—where a 
change in machine controls from toggle switches 
to push buttons was indicated—it resulted in 
direct labor savings of approximately $10,000 a 
year. In still another instance, micro-motion mo- 
vies and related design studies resulted in a 
machine which is 75% faster than previous hand 
methods! 


Engineers Handle Picture Assignments 

At Kodak Park there are no “special” photog- 
raphers assigned to this work in the Industrial 
Engineering Department. Each engineer does his 
own picture taking, and none have had any par- 
ticular training in photography. It’s as simple 
a matter as making movies at home, the company 
believes; only simple lighting and exposure prob- 
lems are involved which anyone can soon learn 
to handle. 

The 16mm. movie cameras used in the work 
may be electrically driven at the constant speed 
of 1,000 frames per minute or an ordinary 16mm. 
home movie camera can be used with a special 
clock which indicates thousands of a minute. A 
motion picture projector which is suited to single 
frame projection, and is equipped with a revers- 
ing switch or a hand crank is a necessity. If the 
electrically driven camera is used the projector 
should be equipped with a frame counter. 


Here’s the Way Technique Works 
The way the technique works is this: at the 
request of one of the production departments or 
other authority an engineer is assigned to study 
a certain production operation, and begins by 


making micro-motion movies of the process. 
Back at the industrial engineering department 
he projects the film and outlines the operation 
on a special chart. This chart shows how many 
thousandths of minutes—or frames—are re- 
quired for each movement or segment of the 
operation, the type of movement, whether the 
operator is engaged in productive movement at 
that moment and so forth. This information is 
charted for both right and left hands and vem 
shows at a glance the general productive — 
efficiency of the operation. 


Chart Leads to Improvements 


By analyzing the chart the engineer is able 
to spot the weaknesses in the operation. He then 
begins to consider the possibility of improving 
the process by utilizing jigs, fixtures, or a new 
machine to achieve the same ends with greater 
efficiency. At this time he usually sketches rough- 
ly his ideas for such jigs, etc., notes work-place 
specifications, etc., and then utilizing standard 
elemental times estimates the probable efficiency 
of the new design or process. This can usually 
be estimated with an error of less than + 4% 
Kodak engineers have found. 

Often an engineer contemplating the various 
solutiong to a problem will work up a number of 
different possible answers. These are evaluated 
in respect to increased efficiency, difficulty of 
manufacture, simplicity of maintenance and 
operation, cost, and other factors. Often the 
process which promises the greatest potential 
returns is turned down in favor of one which 
gives lesser returns but which is less complex 
and less liable to breakdowns. Furthermore, fully 
automatic processes are at times found to be less 
efficient than semi-automatic installations. 


New Designs Get Visual Checkup 


When the potential process or change most 
likely to. produce the most advantageous results 
is determined, the industrial engineer and the 
machine designers get to work on the actual , 
production of the machine. And, when the new 
machine, jig, or fixture, finally gets to the pro- 
duction line its performance is carefully tested 
and checked with the same technique to see if it 
comes up to preliminary expectations—and if 
not, why not. 

The technique according to Kodak industrial 
engineers is one of the most productive tools 
in their and the machine designer’s command. 
It has already proved its worth many times over, 
and is being used by the company more and 
more frequently to help do a better and more 
efficient job of production. R 





TYPICAL MICRO-MOTION ANALYSIS CHART SHOWS APPROACH 


Pictured at the right, top to bottom, are segments of a typical micro-motion analysis 
chart made in the Industrial Engineering Department at Kodak Park. With the aid 
of standard elemental time figures, which enable the engineer to estimate how long 
it would take to perform any given operation with the proposed new method, a chart 
like this is prepared to compare the relative efficiency of the old (chart at top) and 


the proposed new methods (bottom chart). 


You'll see at a glance which of the 


methods is simpler and less time-consuming. Illustrations courtesy of Eastman Kodak. 
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DioraAMA CLoseup of Theme Center +2 showing irriga- 
tion display featuring southwestern ranch setup. (Cut A) 


GLEAMING ALUMINUM is backgrounded by diorama show- 
ing product’s applications in modern farm life. (Cut B) 


ALCOA’S VISUALIZED EXHIBITS 


Aluminum Company of America’s Fair and Museum Exhibits Focus on Audio-Visual Techniques 


LUMINUM COMPANY OF AMERICA developed 
A an extensive tour of State Fairs in 1950 
based upon sound display techniques for 
display to the general public. Space for these 
exhibits ranged from approximately 1,000 square 
feet to 2,500 square feet, depending upon the 
areas available. In each instance, an effort was 
made to secure spaces which would lend them- 
selves to Alcoa’s display needs, would be easily 
accessible to a mass visitation. located on main 
aisles of traffic, and, of first consideration, loca- 
tions near or immediately adjacent to the Fair 
management’s own motion picture theater. 


Attached is a blueprint layout of the Alcoa 
exhibit at Eastern States Exhibition, Springfield, 
Massachusetts, which is shown in 14 


” 


scale. 
scale, namely, 
Wisconsin State Fair exhibit and the New York 
State Fair exhibit. Each of these utilized the 
same equipment. A fourth Fair held at Birming- 
ham, Alabama used other equipment and is not 
shown here. A fifth Fair display projected, but 


Also shown are two areas in 44” 


not held due to the war conditions was slated 
for the State Fair of Texas using an area of 
epproximately the same amount as the Eastern 
States Exposition and an island type area. 


Alcoa’s display effort was built around a 
specially constructed Stancil-Hoffman magnetic 


Sneaker 
/rriqgation Furm Equipment 


_————<— 


cur A cuT B 


Se 


tape recorder and playback with the addition 
of a ten step relay control, automatic rewind, 
and electric eye pickup. The layout of the three 
component parts of the Stancil-Hoffman equip- 
ment is shown in the lower right corner of the 
blueprint. This unit actually ran the exhibit 
on a fifteen minute cycle with sound message 
recorded at fifteen feet per second to give clarity 
and high fidelity. In using this equipment, in- 
terest was centered on two main items of display 
known as Theme Center $1 and Theme Center 
¢2. The fifteen minute cycle opened the display 
with a three to four minute talk on Theme 
Center £1 describing the use of electricity on the 
farm, and the development of aluminum cable 
steel reinforced or ACSR for transmission lines 
to carry the current from the power source to 
the farm area distribution system, and to the 
farm itself. It also described the uses of alumi- 


Typical Aleoa Exhibit Layout 
BLUEPRINT FAcsIMILE sketch showing the layout 
of a typical Alcoa fair exhibit (at the Eastern 
States Exhibition). Note the position of dio- 
ramas, including Cut A above of irrigation dis- 
play area. Variations of this basic layout form 
components of other displays at fairs and at 
Chicago Museum of Science & Industry from 
which Cut B is pictured above. 


num in the construction of modern farm build- 
ings as contrasted to the old farm with oil lamps 
and lanterns dating back to the 1900-1910 era. 
At this point, the tape recorder tripped a re- 
lay through the use of the electric eye pickup, 
and switched the sound track to another series 
of speakers located above other units of the 
display. 

Actual tests proved that the large number of 
people attracted to the theme unit would follow 
each mention of the sound track as it described 
the theme center before them, and as soon as it 
signed off to transfer to another area the crowds 
would follow the call of the speaker. 


The visitors ultimately reached Theme Center 
¢2 which contained a complete irrigation display 
in miniature and a southwestern ranch type set- 
up in contrast to the eastern and midwestern 
type farms shown in Unit $1. Here the theme 
was built around the general subject of irriga- 
tion, laid out to exact scale with revolving 
sprinkler heads using real water. The farm 
crops were, of course, simulated. The sound 
track covered the general theory of irrigation 
and the use of aluminum in the western type of 
farm building. 

Immediately back of the farm property was 
a complete drive-in theater setup in miniature 
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having an 8” 
projection. 


x 10” ground glass screen for rear 
As the sound tape reached this 
point, the narrator would say: “Now as evening 
approaches we invite you to visit the Alcoa drive- 
in theater where we are showing a ‘western’ 
for your enjoyment.” The lights were auto- 
matically thrown off and a standard type por- 
table projector, originally designed for built 
in screen, showed the motion picture at a dis- 
stance of approximately 6” throw on the ground 


glass screen. 


Automatic Controls Handle Film Show 

Of course, the motion picture equipment was 
not in evidence, as it was assembled in the back 
of the theme center unit as shown on the plan. 
At the completion of the picture, the tape re- 
corder relay shut off the motion picture, turned 
on the iights, and signed off the fifteen minute 
At this point, 
the sound equipment automatically stopped, re- 
wound itself, paused for approximately ten sec- 


program with a short narration. 


onds, and started on the next section of the 
fifteen minute program. 

The use of this equipment eliminated at least 
one man from the five man crew ordinarily need- 
ed to man this display. It was thus possible to 
divide the crew into two man units for general 
operation, maintenance, etc., for the usual show 
time of 8:00 a.m. to 10:00 p.m. or approxi- 
mately fourteen hours per day. The tour was 
out for three complete’ Weeks of showing in 
seven or eight day groups, and the equipment 
performed admirably for fourteen hours per day. 
By treating the films for continuous use on the 
automatic projectors, one copy of film under 


ordinary conditions would play 56 times per 


day for the seven or eight days of that particular 
Fair. The sound track would also last through 
a complete Fair showing. 


Pictures Hold Continuous Audience 

The use of sound and film as described above 
would hold a crowd in the exhibit ranging from 
100 to 200 persons—the average at Eastern 
States Exposition ran about 200 persons in the 
booth at all times. An estimate of the total num- 
bers who visited the Alcoa display at the three 
Fairs in which this equipment was used totaled 
approximately 700,000 persons. 

Of equal importance to the use of this special 
equipment were such items as a carefully se- 
lected exhibit area; a well planned flow of 


(CONTINUED ON PAGE FIFTY-SIX) 


“Ricut As Rain,” a color 16mm sound film on 
sprinkler irrigation practices, was the featured 
picture used in the Alcoa exhibits described 
in the feature article above. 
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“The Nation at Your Fingertips” 
Shows Long-Distance Dial System 


Sponsor: American Telephone & Tele- 
graph Company 
Title: The Nation at Your Fingertips, 10 
min, b/w, produced by Audio Produc- 
tions, Inc.. New York. 
* Englewood, New Jersey, a typical Amer- 
ican town, has been chosen as the first 
community served by the Bell System to 
be completely equipped with a long dis- 
tance dialing system. Subscribers in Engle- 
wood pick up the phone and dial numbers 
in San Francisco, Chicago and many 
points in between. 

The new system, as shown in the com- 
pany’s just-released motion picture, culmi- 
nates years of effort to simplify operation 
of the “new fangled contraption” that first 
spoke 75 years ago. The film shows early 
instruments that startled the nation when 
first introduced and had to be shouted into 
to be heard at the end of the connection. 

As the telephone grew up with America, 
ingenious devices have been developed to 
mechanize the system until the time is 
foreseen when nation-wide, indeed world- 
wide, dialing will be possible without going 
through an operator. Yet, despite constant 
advances in electronic controls for placing 
calls and recording the tolls, the Bell Sys- 
tem has expanded its number of employees 
almost proportionately with the number 
of subscribers. 

One sequence of the film shows the fan- 
tastically “human” intelligence of the new 
automatic long distance dialing system. 
The relays receive instructions in the form 
of impulses from the subscriber, select the 
proper routes from among many possible 
in the maze of circuits to reach the desti- 
nation thousands of miles away. It “re- 
members” just what it has done by punch- 
ing holes in paper for billing purposes. 
And, to top this off, if any part of it ever 
fails to “feel good,” it registers its troubles 
immediately so repairmen can put it 
quickly back into shape. 

“The Nation at Your Fingertips” is now 
available on free loan from local Bell 


System offices. ae 










Now Etstie REALLy Talks: shown above 
is the Borden display first unveiled at a 
Toledo super-market opening this fall. 


Elsie Talks—and Sells 


COUSINO DEVELOPS BORDEN DISPLAY 


* Elsie, the Borden Company's long-famed 
“Talking Cow” has “spoken” to exhibit throngs 
on many occasions during her illustrious career 
but a new and highly-portable store display is 
giving her conversation a brand-new and highly 
sales-worthy appeal. 

Bernard Cousino, president of Toledo's Cous- 
ino Visual Education Service, Inc., and progeni- 
tor of the Visual Vendor, picture and sound 
display used in such devices as the Westinghouse 
Laundromat, created a new talking mechanism 
for Elsie displays which was first unveiled at the 
opening of a new Kroger super-market in Toledo. 

The standard Ampro tape recorder used in con- 
junction with the Eddy repetitive tape magazine 
is the basis for the talking unit. According to 
reports, Elsie’s persuasive spiel and eye-catching 
profile combined to establish a new single-loca- 
tion sales record for Borden’s ice cream. Few, if 
any, difficulties were experienced with the stand- 
ard mechanism used which also has the advantage 
of being highly portable. 

Other Ohio store locations are currently being 
tested with the new talking display. A subsequent 
piece will reveal the values and aspects of the 
combined picture-sound display developed for 
items like the Laundromat. We 


INNOVATOR of the new talking “Elsie” is 
Ohio visual dealer Bernard Cousino 
shown below with the tape mechanism. 
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grown in soil (left) treated 


Heprick uproots a radish 
with Krilium 
new synthetic soil conditioner featured ir 


the Monsanto film reviewed belou 


Monsanto Chemical Co. Premieres 
important Film on Soil Conditioner 
* Krilium, a new synthetic organi 
chemical which is 100 to 1,000 times 
more effective in improving soil 
structure than compost, manures or 
peat moss, was introduced by the 
Monsanto Chemical Company at the 
annual meeting of the American 
Association for the Advancement of 
Science in Philadelphia on Decem 
ber 29. 

The development, which opens a 
new field for the chemical industry. 
was demonstrated in a new film, 
Soil Structure, Key to Productivity, 
20 min., color, produced by Mon- 
santo’s Central Research Laboratory 
in cooperation with MPO Produc- 
tions, Inc 

Krilium, 


synthetic polyelectrolite 


a white powder, is a 
It is not a 
fertilizer, but radically and immedi- 
It will 
have wide application as a soil con- 
ditioner in home truck 
farms and greenhouses, as well as in 


ately improves soil structure 
gardens, 
commercial agriculture. Application 
of Krilium is also an effective means 
of preventing erosion on new hous 
ing projects, railroad and highway 
beds. 

The primary effect of Krilium in 
agriculture, as shown in the film, is 
to increase the percentage of water 
stable soil aggregates, or clusters of 
tiny soil particles, in poor, clay-type 
soils. The new conditioner stabilizes 
aggregates against the dispersing 
and slaking action of water. Tests 
shown prove its use results in in 


reased soil aeration improved 
moisture relationships, better soil 
workability and improved yields 
This is dramatically demonstrated 
in a sequence using a time lapse 
technique (one frame each 4 min 
The film shows kidney beans 
germinating in Krilium treated and 
untreated seed beds. All the be ans 


in the treated bed developed good 


utes). 


New Films at Presstime 


MONSANTO CHEMICAL, OHIO OIL PREMIERES 


root systems and top growth rose 
several inches above the foliage of 
the lone bean which germinated in 
the untreated bed. 

Monsanto and the company’s 80 
technical cooperators currently are 
conducting a number of tests to ob- 
tain additional information concern- 
ing various applications of Krilium. 
The product is still in the develop- 
ment stage and will not be on the 
market in substantial quantities be- 


fore 1953. we 


“Decision” Sponsored by Ohio Oil 
Story of American Transportation 

* Following fall premiere showings 
of its latest motion picture effort, 
Decision, the Ohio Oil Company has 
released the new l6mm sound film 
for nationwide distribution through 
the facilities of Modern Talking 


Picture Service. Decision was pro- 


o } 


Making Scenes that Sell: 
Hudson's Inner Styling 


weer ee eae 


SLIDEFILMS - 


duced by Wilding Pic- 
ture Productions. 
The 31-minute color 
film tells a gripping 
story of suspense and 
intrigue, based on 
events from the files 
of the FBI. It examines 
the vast American 
transportation 
through the eyes of a 
foreign spy, giving 
special attention to the 
operations of the oil industry and 
its development. Each authentic his- 
torical episode clarifies, as the film 
unreels, the ways in which the prin- 


system 


ciples of free competition have con- 
tributed to the industrial health and 
strength of our nation. 

Ohio Oil’s role in national affairs 
is tied-in through picturization of 
its pipe line operations and con- 


Serving many businers 
leaders with filmes that 


We'd be pleased to screen 
some of our latest produc- 
tiens fer you. Ne obligation. 


NEW YORK + CHICAGO 
HOLLYWOOD 


MOTION PICTURES 


TELEVISION COMMERCIALS 


A dramatic moment in the film “Decision” 


struction of its new “big-inch” 
crude oil line. Bonnie Heller and 
William Griskey are featured Hol- 
lywood players in the cast. 

Decision is now available on a 
free-loan basis to schools, service 
clubs, industrial companies and sim- 
ilar organizations. Booking re- 
quests should be sent to Modern 
Talking Picture Service, 45 Rocke- 
feller Plaza, New York 20, N.Y. 

* * * 


American National Cattlemen's 
Assn. Shows “Land of Our Fathers" 
* A new 30-minute color and sound 
motion picture which generally de- 
picts the American scene, our na- 
tional resources, and the relation 
of the meat-animal growing indus- 
try to our general welfare has been 
completed by the Public Relations 
Committee of the American Na- 
tional Cattlemen’s 
Sheridan, Wyoming. 

Titled Land of Our Fathers, the 
new subject was produced by Va- 
cationland Studios at Sheridan. Col- 
burn Laboratories, Chicago, handled 
the processing of color prints for 
distribution. F. H. Sinclair, pub- 
lic relations adviser for the Asso- 
ciation, supervised this second re- 
cent production by that group. 

Requests for free-loan bookings 
should be addressed to Mr. Sinclair, 
care of the Association’s headquar- 
ters, Press Building, Sheridan, Wy- 
oming. 


Association, 


. * >. 


Rohm & Haas Training Film 
on Plexiglass for Armed Forces 
* A new 31-minute color film, Eyes 
of Flight, has been sponsored by 
the Philadelphia firm of Rohm & 
Haas, makers of Plexiglass. The 
new training subject deals entirely 
with the maintainance and repair of 
Plexiglass and is especially intended 
for use within the Armed Services. 
It was made with the cooperation 
of the Air Force and Navy and 
produced by Paul R. Thoma Pro- 
ductions of New York. 

The new film illustrates a grow- 
ing trend among defense suppliers. 
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_|SEEING IS BELIEVING 


. AND STEREO ADDS PERSUASION 
TO YOUR SALES PRESENTATION! 


The finest STEREO EQUIPMENT is made by BRUMBERGER! 


NEW LOWEST PRICED 
PRECISION VIEWER! 


BRUMBERGER 


STEREO VIEWER 


Sturdy, lightweight, colorful polystyrene (hard-impact, practically unbreakable!) 
with fine optically ground and polished lenses. Improved lighting system, bat- 
tery illuminated with push-button switch, makes transparencies more brilliant 
than ever! Pin-point oun streamlined, handsome design—greatest value #1265 Viewer 
in stereo viewers on the market! (less batteries) 





Convenient Size File Self-Aligning 
for Salesmen! Self-Centering 


BRUMBERGER BRUMBERGER 


STEREO. FILES STEREO BINDERS 


Portable, compact carrying and storage Most economical binders made! Save hours of precious time— 

Party case for stereo accessories. All steel, lux- no more tapes, masks, kits—simply set transparencies in ac- 
Stereo File 7 95 on | finished in platinum grey wrinkle curately spaced prongs, cover with clear glass, snap on cover. 
Retails at enamel. Equipped with comfortable metal (Snaps apart easily, too, for use over and over again). All 
handle and snap catches. steel—fits in standard 154” x 4” stereo viewers or projectors. 


Holds Stereo Viewer, 50 metal or glass stereo mounts in 5 #1166 Box of 24 sets 3 50 
group compartments, or up to 125 cardboard stereo mounts. (plus extra glass) mater ot 





MOVIE REELS, CANS, CHESTS, ETC. SPECIAL QUANTITY DISCOUNTS TO INDUSTRIAL USERS! 


WRITE FOR OUR CATALOG OF SLIDE & STEREO VIEWING, BINDING & FILING ACCESSORIES: 
AVAILABLE FROM YOUR A-V DEALER, COMMERCIAL PHOTOGRAPHER, AD AGENCY, ART STUDIO 





Some other BRUMBERGER Audio Visual Products... 


Cabinets for All-Steel Viewer for Chests for Files for All-Stee! 
Slides & Film Strip 8mm & l6mm 2x2 & 24%4x2%, 8mm & l6mm 2x2, 2'/px2'/>, 2Vgx2 Me Binders for Bantam, 
Cans Reels & Cans Binders Films & 3'/4x4 Binders 35mm, 2!/, Transparencies 


RELIABLE PRECISION MANUFACTURING CONTINUOUSLY SINCE 1904 
BRUMBERGER SALES CORP. i:.2;""'s"" 
@ Brooklyn 32, N. Y. 
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— CASE HISTORY — 
Welch Grape Juice Sponsors 
Story of Product Development 

Sponsor: The Welch Grape Juice 
( ompany 

litle: Grape Juice {in American 

Siory 16 min. color 

by International Mov 

service 


° The 


juice of crushed fruits and vege 


produced 
ie Producers 
Americar penchant for the 


tables is, for the most part, a new 


development. From a tiny indus 


trv it has grown to a monster in 
Among all the 
market 


cannot 


just one generation 
juices and nectars on the 
shelves howe ver “ ily ore 
he labeled as a newcome}: For 


over 80 years, the unfermented 


juice of the grape has been a staple 
in the nation’s kitchens 
The Welch ¢ 


name has been synonymous with 


ompany, whose 


grape juice since 1869, originally 
planned this film to show grape 
growers what happens after they 
have deposited the grapes at the 
plant. how the fruit is 
sorted 


graded 
washed presse d pasteur 
ized, cooled, bottled and taken to 
market There 
much more to the story 
that the film will be 
public 


good informative film for adult 


seemed to be so 
though, 
released for 


showings It will make a 


groups and schools. No mention of 
Welch is made in the narration, but 
the name is pretty well plastered all 
Howeve r. 


over the screen it might 


be well said, where can you photo 
graph in the grape country without 
viewing a Welch sign somewhere in 
the scene 


Besides 


film shows a typical vineyardist and 


processing scenes, the 


his family cultivating their crop 


from spring to harvest in fall 


DuPont Research Creates New Film Base 


NEW SYNTHETIC 


* A promising new technical de- 
velopment of importance to the 
nontheatrical motion pictures field 
took place in December with the 
announcement by the DuPont Com 
pany that an entirely new synthetic 
base for photographic film has been 
developed by DuPont research. 

The new material, technically 
known as polyester and chemically 
related to “Dacron” polyester fiber. 
newest of the company’s synthetic 
textile fibres, is said to have shown 
mi preliminary tests that it is sev- 
eral times tougher and has greater 
dimensional stability than any of 
the present types of film base. It is 


classed as a safety base and is also 


WW: OWE OQUR GROWING 


LIST OF 


BUSINESS PHILOSOPHY 


BASED ON prersonaliged 
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POLYESTER BASE IS 
HAS GREATER DIMENSIONAL STABILITY IN EARLY 


CLIENTS TO.A 


CAMPUS FILM PRODUCTIONS : 


TOUGHER, ALSO 


TESTS 
claimed to be less flammable than 


present safety bases. 


On Laboratory Seale Now 


DuPont's Photo Products Depart- 
ment is currently producing poly- 
ester base in laboratory scale equip- 
ment only and will shortly start up 
a new pilot plant at its Parlin, N. J. 
laboratory. Decision as to large 
scale production, however, will await 
the results of evaluation tests now 
being conducted in cooperation with 
the Motion Picture Research Coun- 
cil and others having special in- 
terest in the 


unique properties of 


the new material. If it meets al! 


tests satisfactorily, more than two 
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years will be needed to design and 
complete large-scale manufacturing 
acilities, the company emphasized. 
Research has disclosed some of 
factors which reveal 
the potentialities of the new poly- 
ester base for this field. 


the optimistic 


Its excep- 
tional toughness is said to be par- 
ticularly advantageous since it has 
shown twice the tear resistance of 
standard nitrate base 
film and can be run through a pro- 


acetate or 


jector from three to four times as 
long before perforations show ap- 
preciable wear. Because of . these 
toughness and greater stiffness fac- 
tors, it is believed that polyester 
film may make it possible to reduce 
the thickness of motion picture film 
by at least 20 percent, with a re- 
sulting greater footage per reel and 
accompanying savings in processing 
and handling. 
Advantage in Close Tolerances 
The dimensional stability of the 
new base. noted in research, offers 
other advantages where close toler- 
ances are essential. Polyester keeps 
exten’ 
even under the most extreme con- 


its shape to a remarkable 


ditions and such microscopic 


changes as do occur are much 
smaller than in existing films. An- 
other characteristic of 
is its lack of brittle- 


ness at low temperatures, combined 


important 
the new base 


with its dimensional stability, which 
makes it especially well suited for 
aerial mapping films which must 
frequently withstand low tempera 
tures and humidities. 

Five years of research and an in- 
vestment of more than one and 
quarter million dollars have already 
gone into the development of this 
base, according to the DuPont press 
announcement. 

* * . 
Du Mont Sends Telecasting 
Equipment to Cuba for TV Chain 
* Complete Du Monr film telecast- 
ing equipment has been shipped 
CMZ S.A., 
Cuba, for use in a chain of TV 
stations to extend across the 
of Cuba. 

The equipment to be used by 
CMQ-TV for the 


films and teletranscriptions includes 


to Circuito Havana, 


island 


telecasting of 


two complete iconoscope film chains 
with l6mm “Ike” 


sole and monitoring facilities, film 


projec tors, con- 


dolly and power supplies. 

The new facilities will supple- 
ment Du Mont telecasting equip- 
ment including two 500 watt air- 
cooled Acorn transmitters already 
in use. 

Latin America is rapidly moving 
into video with stations already in 
operation or contemplated in sev- 


eral countries, including Brazil. 
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Rothenberger Named Manager of 
RCA Victor's Eastern Region 


* W. L. RorHENBERGER is the new 
eastern region manager for RCA 
Victor Division, Rapio Corpora- 
TION OF AMERICA. Widely known in 
the field of radio and electronic 
sales, Mr. Rothenberger is an RCA 
veteran with 30 years continuous 
service with the company. Prior to 
his new appointment, he was man-| 
ager of sales operations for the) 
RCA tube department. 

In 1946 he was appointed south- | 
ern region manager of the RCA| 
Victor Division. Within a year he 
was named manager of sales for 
the RCA tube department in Har- 
rison, N. J., and early in 1950, he | 
was promoted to the post of assist- | 
ant general sales manager. Last | 
February he was advanced to the | 
position he held until his present | 
appointment. 

RCA also announced the estab-| 
lishment of a northeastern region 
with offices located in Boston. This 
region will include Albany, Bing- 
hampton, Syracuse, Hartford, Prov- 
idence, Cambridge, Boston and 
Portland. 

M. M. MAcRAk, now assistant 
regional manager in New York, 
has been appointed manager of the 
newly formed region, which be- 
comes effective January 1. With 
RCA since 1945, Mr. Macrae has 
been merchandise manager of 
RCA’s record department and as- 
sistant manager of the eastern 
region. 


DuKane Appoints Alwin J. Tonn as 
Commercial Sound Sales Manager 


* The DuKane Corporation (for- 
merly Operadio) of St. Charles, 
Ill., recently advanced ALwin M. 
TONN to sales manager of its com- 
mercial sound division. Appoint- 
ment of HERBERT M. JAFFE as New 
England district sales manager was 
also announced by Fred D. Wilson, 
general sales manager. 

Mr. Tonn has been employed by 
DuKane for the past six years as 
Midwestern district sales manager. 
He has already assumed his new 
duties in the nation-wide promo- 
tion of DuKane Central Sound Sys- | 
tems and Flexifone Intercoms. 

Mr. Jaffe, recently joining the| 
company, lives in New York City 
and in recent years has gained 
broad experience in the sale of 
large sound systems in the metro- 
politan and Connecticut areas. 


Heads Seaboard Studios’ Sales 

* Orro H. Sutter, formerly with 
Vidicam Pictures, has joined Sea- 
board Studios as vice president in 
charge of sales. 
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An Efficient 
Practical Screen 





Eliminates need for 
Room Darkening 


Here is the answer to the problem of daytime 
projection. Now you can increase the effective- 
ness of your films, filmstrips, slides by projecting 
in normally lighted rooms to audiences of up to 
50 persons. Industrial users—who hove tested 
this new Radiant Screen—report they obtain 
clear, brilliant, daytime pictures for the im- 
portant jobs of training, selling, promotion and 
entertainment. 


Permits more effective Projection 





RADIANT 


The Radiant “Classroom” Screen utilizes a new principle of 
light reflection. Enables you to enjoy perfect projection in 


conference and meeting rooms, offices, cafeterias, hotel 


suites, exhibits, classrooms . . 


projection and enables better audience control. 


SCREEN 


. under ordinary lighting 
conditions without sacrificing normal room ventilation. 
Permits simultaneous use of charts, models and other 
supplementary material—allows note-taking during 


Write for Circular 

Radiant Classroom Screens are lable for i di 
shipment in three sizes up to 40" x 40°. Prices from only 
$29.75. Write today for special circular giving prices, full 
description ond specifications. 





RADIANT Projection Screens 


Radiant Mtg. Corp.,1 214 Se. Talman, Chicago 8, lil. 
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THIRD EDITION OF THE INDEX OF TRAINING FILMS NOW AVAILABLE 


* The Third Edition of The Index of Training 
Films, widely-used and authoritative reference 
listing all free-loan, rental and low-cost purchase 
sound films and slidefilms available for industrial 


training and vocational classroom use is now avail- 
able. Nearly 2800 titles are listed, together with 
complete sources. THE INDEX lists at only $2.00. 
Order today from Business Screen, Chicago 11. 
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* New Facruat FiLMs make news 
this month in a variety of ways with 
aerial and automotive applications 
leading off, plus a new railroad- 


sponsored subjec t: 
Sikorsky Public Relations 
Film Plays on Broadway 


latest 
ingel 


® Maratnon NEWSREEL’s 

Guardian 
Globe 
Day, 


Photographed in combat, this film 


Filmre port The 
Theatre on 


November 22. 


opened at the 
Thanksgiving 


on helicopters in Korea shows the 


vital part these “eggbeaters” are 
playing in today’s fighting. Rescues 
otherwise 


at sea, on land and in 


impenetrable terrain transfers of 
from front lines to aid 
shuttling of U. N, 


meet Red 


wounded 
stations: truce 
teams to Chinese are 


among the dramatic and _ histori 
scenes shown. 


Marathon 
SIKORSKY 


News 
AIRCRAFT, the 


Produced by 
reel for 
film contains no commercial ref 
erence of any kind and was booked 
by the theatre entirely on its merit 
as a newsworthy short subject. 

The film was produced and di- 
Konstantin Kalser, 
ten by Frank, 
Kenneth Baldwin and narrated by 
Peter Roberts. well-known NBC 


commentator. 


rected by writ- 


Reuven edited by 


Dynamic Shows First in Series 
of Films on Auto Racing Classics 


* Dynamic Fitms, Inc. demon- 


strated early this month the first 
two films in a new series of 26 col 
ol subjects called Speed Classics. 
Working in cooperation with the 
Automobile 
Club of 


Association for 


Association, 
America, Na- 
Stock Car 

Boat As 
Asso 

Cup Regatta 
Motor« vele As 


Dynamic 


American 
Sports Car 
tional 
Racing, American Power 


sociation, American Inboard 


ciation, President's 
and the American 
sociation, has covered 


practically all major speed events 


of the year, usually with from six 
to ten photographers and a_ live 


sound outfit. Crews have been on 
hand for such major events as In 
dianapolis, the Langhorne Pa. mod 
ified stock championships, the ex 


Watkins 


where cameras were placed at all 


citing Glen Grand Prix 


corners of the 64 mile circuit as 
well as hovering overhead in planes 
In addition to 


motor car events, 


the series has covered motorcycle 
and outboard and inboard speed 
boat classics 


The series is being offered as a 


ICTURE 


PARADE 





NEWS ABOUT FILMS AND 


package to business sponsors for 
use in television as a 26 week pro- 
gram. Along with television rights, 
the sponsor can have full use of the 
films for non-theatrical distribution. 
If the first two are any sample of 
the overall series, audiences should 
be fighting to see them if a sponsor 
will make them 
club groups. Indianapolis 
dent Wilbur Shaw calls them “the 
best racing films ever produced.” 
1951 AAA champion Tony Betten- 
hausen has said “the next best thing 


available to local 
presi- 


to being in a race yourself.” 
Dynamic Films got into the speed 
classics field by covering Indianap- 
olis for Socony Vacuum a couple 
of years 


ago. This experience 


proved so successful and exciting 


PRODUCTION TECHNIQUES 


that Dynamic started to be a regu- 
lar fixture at all racing events build- 
ing up the series now being offered. 
The only film in the series that has 
exhibited thus far is this 
year’s Indianapolis, The Fastest 
500, of which about 200 prints have 


been 


been distributed to dealer meetings, 
etc. by General Petroleum, Socony 
Vacuum, Perfect Circle Piston Rings 
and others. 

Dynamic’s president, Henry Mor- 
ley. is holding the post-Indianap- 
olis films close to his vest for the 
right sponsor, although enough 
Jaguar, Ferrari and fancy motor 
boat owners have beseiged him for 
private prints that he could almost 
eke out production costs on print 


sales. 
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Souce 1916... 


DE FRENES 
“Company 


1909 BUTTONWOOD STREET PHILA. 30, PA. 
Rittennouse 6-1686 


Dprodlucers of Yine 
wWeliin Broclevos 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 
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Soundfilm Studios Completes 
1500 Prints of New Pontiac Film 
# Pontiac Motor Diviston’s com- 
prehensive sales training program 
entitled “Destination Dotted 
Line” soon will be launched with 
the completion of one of the larg- 
est Kodachrome sound film orders 
ever produced by a commercial 
film studio. Approximately 1500 
copies of Stepping Up with the 
Joneses, first in a series of eight 
films, have been made by Sounp- 
FILM Stup1os, Detroit, Mich. 
Each of the eight films will be 
accompanied by a complete train- 
ing guide along with salesman’s 
handbook, memory refreshers and 
progressive self-quiz material for 
dealers and employees. Set speeches 
or “canned” sales talks have been 
avoided, the individual being per- 
mitted flexibility 
adapting his own proven selling 


in applying and 
principles. 


Public Relations Film Released 
by Western Pacific Railroad 

* The drama of modern railroad- 
ing is the subject of Destination, 
{merica, 16mm sound and color 
film released recently by the 
WesTERN Paciric RatLrRoap. Pro- 
duced by Puoto & SounpD Propuc- 
rions, the film 


matic side of modern railroading 


portrays the dra- 


the high diesel-powered 
freight trains and the centralized 
trafhe control make 
them 


speed 


systems that 
possible, how teletype net- 
works keep shippers constantly ad- 
vised of the progress of their car- 
goes and how special loading prob- 
lems are met. 

Everything is seen through the 
eyes of Jerry Parker, a young man 
father’s 
profession in the railroad’s freight 


who seeks to follow his 
trafic department. Jerry, impressed 
as he is with the spectacular devel- 
opments of the up-to-the-minute 
railroading, concludes that it is still 
the railroad’s men who count most 
of all. 

Interesting aspect in production 
of the picture was the use of a 
helicopter to film 100 freight cars 
snaking around the perilous curves 
of Feather River Canyon. Possibly 
the first time this technique has 
been used in the production of a 
film, the helicopter 
was the only answer to a difficult 


documentary 


photographic problem. 

Destination, America may be ob- 
free loan basis from 
Western Pacific Railroad, Depart- 
ment of Public Relations, 526 Mis- 
sion Street, San Francisco or from 
Photo & Sound Productions, 116 
Natoma Street, San Francisco, Cal- 
ifornia. 


tained on a 
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Sarra-Produced Slidefilm 
Described in A&P Food Ads 

* Food shoppers of the nation were 
recently acquainted with a 20-min- 
ute sound slidefilm produced by 
Sarra, Inc, The A&P used its food 
ads in the nation’s newspapers to 
tell its customers about this film, 
which is regularly used in A&P’s 
intensive employee - training pro- 
gram. 

In the “Customer’s Corner,” a 
box-sized feature of its ads, A&P 
pointed out that the name of the 
film is Meet the Boss, and asked its 
“boss”—the customers—for sugges- 
tions on how employees could give 
better service. 

* * * 
BIS Gives Civil Defense 
Filmstrips U.S. Distribution 

British INFORMATION SERVICE 
announced the release of a series 
of civil defense filmstrips for U. S. 
distribution. Consisting of thirteen 
filmstrips, the series includes such 
titles as Civil Defense Organization, 
First Aid, Basic Fire Fighting and 
Methods of Rescue. 

The 35mm uncaptioned filmstrips 
have been priced considerably be- 
low the cost of other BIS filmstrips 
in order to bring them within the 
budget limitations of many civil 
defense organizations. They will 
sell for $1.25 each with study guide. 

With each order of three or more 
filmstrips, BIS will present a com- 
plimentary copy of “Front Line,” 
the official story of civil defense in 
Great Britain, Further information 
may be obtained from British In- 
formation Service, 30 Rockefeller 


Plaza, New York 20, N. Y. 


tt + “ 


Crawley Shows New Phone 
System in Saskatchewan Film 

* The Saskatchewan government 
has sponsored a film on a new tele- 
phone system recently _ installed 
throughout the province. Sounded 
and edited by CRAWLEY FILMs 
LimiTep, Ottawa, the film is en- 
titled Ring Out the Old—Ring in 
the New. 

It is designed to show the 
change-over from the old exchange 
system to dial phones and points 
out the continual expansion policy 
planned by the government. The 
film will be distributed by the vis- 
ual education branch of the De- 
partment of Education. 





























have you ever REALLY heard... 





sous” 


would you like to HEAR... 


YOUR WORDS... YOUR MUSIC... 
Reproduced in FULL VALUE whether at 
a whisper or amplified to 
COMMAND THE ATTENTION OF A 
CROWDED ROOM? 


would you like to SEE... 


The unique new methods by which live” 
Tape Recording makes 
EASIER ... QUICKER... BETTER. .. 


MORE STIMULATING the work of : 


CHURCHES TEACHERS SPEECH © 
SCHOOLS MUSICIANS LANGUAGE ~ 
INDUSTRY SALESMEN DRAMATICS 


easy fo use... The DuKane Tape Recorder is the simplest to 3 
operate. Functionally designed for easy handling, easy 
loading, fewest controls. Ask to be shown these features. 


TH F economical too... The DuKane is moderately priced for qual- 
ity results. Built to sturdy specifications for lasting use. 
It incorporates the economies of twin track tape and 


D U KAN E TAPE RECORDER prea for highest savings in tape costs. Inquire 
Built by the makers of the famous...  ( MAKE YOUR APPOINTMENT TODAY 


DuKane 
AND Explainette 


SOUND FILMSTRIP PROJECTORS 


DuKane Corporation 
Est'd as Operadio— 1922 


DUKANE CORPORATION, DEPT. BS121 St. Charles, Iilinois 


GENTLEMEN: Please send me your 14 page Brochure on 
the products of your Audio Visual Division 


Nome 





Business or profession 


School, Office or place of business 


City ond State cis 


- PROFESSIONAL Telephone Number — 
(CD Please have your representative call me to arrange a professional 
: ° DEMONSTRATION demonstration of the uses of DuKane Tape Recording in my field 


! 

| 

1 

| 

m ed 
= Address 4 es - | 
1 

! 

| 

! 

—t 





SPLICES NOT HOLDING? 


Try 
Jetrona All-Purpose Cement! 
Write for free sample | 





Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONISTS HANDBOOK 





* Many large U.S. business firms now use the manual contains step-by-step lessons on good show- 
Audio-Visual Projectionist’s Handbook to train manship; sells at only $1.00 per copy, postpaid. 
employee projectionists. This graphic, illustrated Order today from Business Screen, Chicago 11. 
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Allendorf Now Assistant General 
Sales Manager for Eastman Kodak 
* New assistant general sales man- 
ager for Eastman Konak is Jo- 
sepH R. ALLENDORF, who will 
supervise and coordinate the opera- 
tions of the company’s U. S. 
domestic branches. 

With Eastman Kodak since 1926, 
Mr. Allendorf headed the advertis- 
ing distribuiion department at the 
company’s San Francisco branch 
from 1929 to 1935. In 1935 he be- 
came a salesman and handled vari- 
ous Kodak sales territories until 
1941, when he 
sistant manager of the San Fran- 


was appointed as- 


cisco branch. Four years later he 
was appointed assistant to the gen- 


eral sales manager with headquar- 


* 


ters in Rochester. 





DonaLp A. STEWART 


DuMont Television Network Sets 

Film Depariment Under Don Stewart 
* To provide high quality films at 
reasonable cost to the clients is the 
purpose of a film department newly 
established by the Du Mont TE.e- 
vision Network. Headed by Don- 
ALD A. STEWART, veteran of both 
the film industry and television, the 
new unit will serve both DuMont 
owned and operated stations and 
network affiliates. It will enable t.v. 
stations to spot strong programs in 
their station’s local time periods 
and through repeat performances 
it is hoped that a strong film pro- 
gram can be made available to a 
sponsor at relatively low cost, ac- 
cording to the trade announcement. 


’ Sarra Adap's Quiz Theme for 


“What's My Line’ TV Commercial 
® Sarra, INc., currently is featur- 
ing a new series of l-minute TV 
film commercials on S:opette, pro- 
duced by Jules Montenier & Co. 
Keyed to the theme of the program, 
“What's My 


queries homemakers, salesmen, 


Line?” the series 


nurses and others to get first-hand 
reports as to why they use Stopette. 


4h 








REMINGTON RAND’S NEW CHICAGO MEETING ROOM 


Nortn Micuican Avenue in Cuicaco is the site of the new display, sales office and 
service facilities for Remington Rand in that area. The new conference and lecture 
room in this modern building (pictured above) seats 140 and is equipped with com- 
fortable seats, indirect lighting, and lectern. It is also equipped for projection and all 
seats have movable “desk” arms for note-taking. The company uses these facilities 
extensively for demonstrations and sales conferences. Note the movable Modernfold 
partition which converts the 46’ x 24’ space into two lecture rooms, if necessary. 





“He’s Different!” 


“‘He’s a Know-it-all . . . too busy... 
soft soaper...hard boiled... 
won't talk ... indecisive prospect.” 





All prospects are different .. . 
but they can be sold! 





In your next sales meeting show 
your salesmen how to sell these 
different prospects 
with 
“ARE PROSPECTS REALLY DIFFERENT?” 


One of the outstanding sound slidefilms in 
our “‘AGGRESSIVE SELLING SERIES” designed 
to solve the major problems encountered by 
salesmen. 


Rechet Pictures, 


6108 SANTA MONICA BLVD. 4 


$ “HC. 


HOLLYWOOD 38, CALIFORNIA 








Gordon Sheehan Joins Sarra 

* Newly added to the creative and 
film planning staff of the Chicago 
studio of Sarra INc., is Gorpon 
SHEEHAN, animation director. In 
motion picture animation work for 
the past 19 years, Mr. Sheehan was 
associated with the Max FLEISCHER 
Srupios and Famous Studios in 
New York City and Miami, Fla., 
from 1932 to 1944, working on 
such cartoon series as Popeye the 
Sailor, Betty Boop, Little Lulu and 
Superman. 

From 1944 to 1948 he was asso- 
ciated with Sounp Masters, INc. in 
New York. From that period until 
joining Sarra’s staff, he was a free- 





GORDON SHEEHAN 





lance animation director on com- 
mercial and military film subjects. 
In his new post, Mr. Sheehan 
will work on the creation of art 
and animation for motion pictures 
and slidefilms for commercial film 
sponsors. In addition, he will work 
on te'evision film planning for TV 
advertisers and their agencies. 








Tommy Woop 





Tommy Wood Joins Radiant Mfg. 
* Tommy Woop has been ap- 
pointed district manager for Ra- 
DIANT MANuFAcTuRING Corp, and 
Rapiant Speciatty Corp. His ter- 
ritory will extend from the Atlantic 
seaboard to Oklahoma and Texas, 
as far north as Tennessee. 

With ten years experience in the 
photographic field, Mr. Wood has 
acted as representative for photo- 
graphic manufacturers and distribu- 
tors as well as successfully operat- 
ing his own business. 
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Mervin C. PoLtak 


Government Attorney Signs With 
Pathescope, N. Y. as Vice-President 
* Mervin C. Potiak, Special As- 
sistant to the United States Attor- 
ney General, resigned from the An- 
titrust Division, Department of 
Justice, last month, to join PatHe- 
scope PropucTions, New York 
City, as vice-president. 

Among other major antitrust 
cases, Mr. Pollak handled the gov- 
ernment’s antiirust action involving 
large patents 
brought against Scophony Corpora- 


screen television 
tion of America, General Precision 
Equipment Corporation, Paramount 
Television Productions, 
others. 

In acknowledging Mr. Pollak’s 
resignat‘on, Assistant Attorney 
General H. G. Morison, in charge 
of the Antitrust Division, said, “It 
is regrettable that the Division is 
losing one of its most experienced 
attorneys and a real trust buster.” 


Inc., and 


Dennis New Production Manager 
for Wilding's Deiroit Studio 
* Witpinc Picture Propuctions, 
Inc., recently announced the ap- 
pointment of CaarLes DENNIS as 
production manager of their De- 
troit studio, 4925 Cadieux Road. 
Mr. Dennis has been associated 
with Wilding for the past sixteen 
years except for the time he served 
in the Marine Corps during World 
War II. Before taking charge of 
production in Detroit, he was lo- 
cated in Chicago at Wilding’s main 
studio and general offices. 


Longini and Ahb2 Added 

to Staff of Kling Studios, Chicago 
* Two staff of 
KLING motion picture- 
television division are Bos LoncInt 
and Ep Anse. Mr. Longini’s new 
position will be that of director 
while Mr. Ahbe will be on the cam- 
era department’s staff. 


additions to the 
STupI0os’ 


Kling Studios is now producing 
industrial films as well as 
the package series The Old Ameri- 
can Barn Dance for television. 


several 
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Business Group Forms St. Louis 
Studios as Condor Films, Inc. 

* Announcement was made in De- 
cember of the opening of a motion 
picture studio in St. Louis to pro- 
duce commercial, industrial, train- 
ing and television films. The firm, 
known as Conpor Fivms, INc., will 
have its offices, studio and sound 
stage facilities at 1006 Olive Street. 
The company was scheduled to be- 
gin produc ion of both 16mm and 
35mm sound motion pictures local- 
ly in Both color 
and black-and-white films will be 
made. Cameras and sound record- 


mid-December. 


ing equipment is of the same type 
used by the major Hollywood 
studios. 

Founders and officers of the new 
company are three well-known St. 
Louisans. ArTHUR E. Wricut, Jr., 
formerly a public relations coun- 
selor and advertising executive, will 
serve as president. Wright, a World 
War II Naval officer, is a Williams 
College graduate and also was as- 
sociated with the New York TIMEs. 
Gus G. KinpervaTer, until his re- 
cent retirement the vice-president 
in charge of sales for Anheuser- 
Busch, Inc., will be executive vice- 
president. Prior to his Busch posi- 
tion, Kindervater was general man- 
ager of the Ice Cream Division of 
The Borden Company in New York. 

Serving as vice-president ‘will be 
BrapForp WHITNEY, who resigned 
his position as director and talent 
supervisor at KSD-TV to accept the 
new post. Whitney, also a former 
Naval officer and Williams graduate, 
did graduate work at the Yale Uni- 
versity School of Drama and the 
Pasadena (Cal.) Playhouse. For 
five years, he was director of the 
St. Louis Community Playhous=. 

According to Mr. Wright, Con- 


Gus G. KinpervaTer, Con- 
dor’s executive vice-nresident. 


1951 





PICTURES 

















Artuur E. Wricnt, Jr. 


dor Films has spent the past three 
months remodeling its quarters at 
1006 Olive S.reet and fitting them 
for the job of making movies. Ex- 
tensive sound-proofing was done for 
the sound stage and heavy electrical 
wiring installed 
the huge spotlights and floodl’ghts 
needed in producing films. One un- 
usual p‘ece of equipment the firm 


to accommodate 


will use is a “crane camera dolly,” 
the first ever to be used in the St. 
Louis area. Mitchell cameras, ex- 
actly like those used by the best 
Hollywood stud‘os, will also be used 
by Condor Films. 

In addition to the officers of the 
company, Wright said a fully quali- 
fied staff of technicians has also 
been assembled by Condor Films. 
The firm’s director of photography 
and chief cameraman will be Walter 
S. Craig, who has had extensive 
experience with Paramount Pic- 
tures, Metro-Goldwyn-Mayer, and 
other large motion picture pro- 
ducers. Otto Rauhut, also with a 
background with Hollywood com- 
panies as well as with several Chi- 
cago industrial film producers, will 
serve as chief sound engineer. 


BrapForRD WHITNEY is vice- 


president of Condor Films. 


Ralph Cattell Heads New Sales 
Division for Jerry Fairbanks 

* Jerry FAIRBANKS PRODUCTIONS 
has appointed veteran sales execu- 
tive RatpH CATTeLt as head of a 
new national sales organization 
with branch offices to be established 
in key cities. The new division will 
emphasize the sale of commercial 
pictures as well as Fairbanks’ video 





Racpu Carreci 


productions and the firm’s complete 
film packaging service for adver- 
tisers. 

Formerly a_ vice-president of 
Witpinc §=Picrure Propuctions, 
Mr. Cattell will have a vice-presi- 
dency title in his new position, Aft- 
er a short time spent in Hollywood 
for conferences with studio officials, 
he will reorganize the company’s 
New York sales office and estab- 
lish additional branch offices in key 
cities. 


Irving Townsend Directs Sales 
Promotion for Columbia Records 

* Invinc TowNseEND has been ap- 
pointed sales promotion ‘manager 
of Cotumpia Recorps, Inc. He 
will make his headquarters at the 
company’s New York offices, trans- 
ferring sales promotion activities 
from Bridgeport where they have 
been operating up to this time. 


Esquire Names Jack Shurman 
Newsstand Promotion Manager 

* Jack SuurMAN, formerly adver- 
tising manager of Coronet Fi_ms 
has been named newsstand promo- 
tion manager for Esquire maga- 
zine. 

A University of Wisconsin grad- 
uate, Mr. Shurman’s background 
includes work as a space salesman 
for a metropolitan daily and as an 
agency account executive. He start- 
ed in Esquire’s subscription agency 
division in March of 1951 
moving to Coronét Films. 
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The Index of Sponsored Films 


A continuing feature of Business Screen is the publication at 
regular intervals of a convenient index to films reviewed in these 
pages. The listing below covers the period since June, 1951 when 


the previous Index listings appeared in Issue Four of this current - 


Volume Twelve. 


SPONSOR 


The Advertising Council 

Allen School of Aeronautics 
Allis Chalmers Mfg. Co 

Amer. Acad. Ophthalmology 
Amer. Automobile Mfrs. Assn 
American Can Co 

American Hotel Assn 


American International Assn 


American Jewish Committee 
American Medical Assn 
American Petroleum Inst 
American Red Cross 


American Tel. & Tel. Co 


The American Thread Co 
American Trucking Assn 
Arabian American Oil Co 
Armour & Co 

Associated Baby Services 
Atchison, Topeka & Santa Fi 


Atlantic Refining Co 
Atlas Supply Co 


Bahamas Development Board 
Baker Furniture, Inx 

P. Ballantine & Sons 
Barre, Vt., Granite Assn 
Bayer Division 
Becton-Dickinson Ci 
Bedford Products 
Boeing Aircraft Corp 
The Borden (x 

Port of Boston Authority 
Bretton Woods ¢ 
Bristol-Myers Co 
Burlington Mills ¢ 


California Mate Forestry Di 
Calvert Distillers Corp 
CARE 

J. 1. Case Co 


Caterpillar Tractor Co 
Chevrolet Motor Division 
Child Guidance Inst 

City College New York 
Clinton Foods, In« 

The Coca Cola Co 


Collins, Miller & Hutchings 


Columbus-McKinnon Chain Corp 


Combustion Eng Superheater 
Conn, Light & Power Co 

The Consumers Power Co 
Cornell University 

Council Child Dev. Center 
Cummins Engine Co 


Dearborn Motors Corp 
Delaware River Joint Comm 
Dell Publications, Inc 

Delta Line 

Delta Mig. Division 

Dixie Cup Co 

Dun & Bradstreet 

Dunkirk Chamber of Commerce 
E. lL. duPont de Nemours 


Farm Bureau Insurance Cx 
Fassig- Tipton Co 

First National Stores 
Folding Paper Box Assn 


Ford Motor ¢ 


Another 


Index will 


PICTURES 


Frontiers jor CARE 

Skilled Hands for Aviation 
Induction Heat 

The Embryology of the Eye 
1 Professional Portrait 
Kibitzing Canned Beer Sales 
Fire Prevention 

Front Office Courtesy 
Cooking Hygiene 

Food for a Strong People 
The Home Food Supply 

The Challenge 

Here's Health—The American Way 
Van on the Land 

Call to Action 

Danger Is Your Companion 
Red Cross Report 

O} Many Voices 

The Step By Step Switch 
Story Without End 

Thanks For Listening 

Time Is Money 

Too Fast For Conditions 
Vivah 

The Clean Look 

Vo Other Diaper Will Do 

{ Picture ls Made 

Super Chief 

4tlantic Album 

Seeing In The Rain 


The Vagir of Nassau 

Skilled Hands 

Hi Pardner! 

The Will To Be Remembered 
Window & Interior Display 
Verchandising Prescription A+ 
Here's Hou 

Fortress of the Sky 

Talk, Talk, Talk 

Boston, the Shipper's Port 
Invitation To Gracious Living 
Departmentalization 

Special Presentation 


Placerville Film 

The Challenge 

TV Series 

Vanure Is Like Money 

You Be The Judge 

Power For Protection 

The Head Man 

{ctivity Group Therapy 
{dministration of Proj. Tests 
Growth Industry 

r'll Be Seeing You 

This ls My Friend 

The Picture’s The Thing 
Herc-Alloy Chains 

Vew Power For America 

From The Customer's Point of Vu 
Veet Outstate Michigan 

Cornell in The Spring 
Introduction to Child Psychiatry 
Cummins Diesel Special #61 


Farmlife 

Short-cut To World Markets 

The Market Everybody Wants 
The Ship 

Delta Multiplex 

From Pictures To Profits 

Credit, Man's Confidence in Man 
Dunkirk At Mid-Century 
Fabrication Of A Nylon Creel 


Closed Book 

Horse Auction 

f nast Driving Training 
Cream of the Carton Crop 
The Magic Box 

Driver 


Training Series 


Portrait of a City 


appear at 
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SPONSOR 


1. J. Fox Fur Co. 
Frigidaire Division 


General Electric Co. 


General Outdoor Ad. Assn. 
General Petroleum Corp. 


General Plant Protection Co. 
Gillette Safety Razor Co. 
Georgia Power Co. 

Gladding, McBean & Co. 
Good Housekeeping Magazine 
Gordon Foods Co. 

Great Lakes Steel Corp. 
Greentree Farm 


Hanlon & Goodman, Inc. 
Hartford Electric Light Co. 
Harvard Law School Assn. 
Hayden, Harding & Buchanon 
H. Ya Heinz Co. 

Hercules Powder Co. 
Honolulu Community Chest 


Illinois Central RR. 

Imperial Chemical Industries 
Indonesian Government 
Industrial Home For The Blind 


Institute of Life Insurance 
Insul-Mastic Corp. 
International Business Mach. 
Int. Cellucotton Prod. Co. 
Int. Chiropractors Assn. 
International Paper Co 


Jackson Memorial Lab 
The Jockey Club of New York 


Johns Hopkins Univ 


The Kendall Refining Co 
Kentile, Ine 

The Keystone Steel & Wire Co 
Kieckhefer Container Co 

S. S. Kresge Co 


Lamson Corp. 

Latrobe Elec. Steel Corp 
Lebanon Steel Foundry 
Lederle Laboratories 


James Lees & Sons Co 
Lexington School for the Deaf 
Liberty Mutual Ins. Co 
Liberty Mut. Rehabilitation 
Linde Air Products Co 

The Long-Bell Lumber Co 

P. Lorillard Co. 

Louisiana Civil Serv. League 
Lutheran’s Laymen’s League 


Marine Studios 

Maryland Horse Breeders Assn 

Commonwealth of Massachusetts 
Mass. Trade Shops School Corp 


Mental Health Film Board 


Merrill Lynch, F.P.&B 

Meyer Malt & Grain Co 
Michigan State College 
Michigan Tuberculosis Assn 
Minneapolis-Honeywell Reg. Co 
Minnesota Mining & Mfg. Co. 
Monsen-Chicago, Inc. 

Benjamin Moore & Co. 
Morrison Steel Prod. Co 
Mount Vernon Ladies’ Assn 
Museum of Modern Art 

Myrtle Beach Chamber of Comm. 


Nash Motors 

Natl. Board Fire Underwriters 
Nalt. Board Prot. Epis. Church 
National Carbon, Ltd 

National Education Assn 
Natl. Highway Users Conf 
National Safety Council 


National Selected Morticians 
Natl. Tuberculosis Assn 

J. M. Ney Co. 

Norton Company 









PICTURES 


Mid Century Fashion Revieu 
Two Guys Named Joe 


Everyone Can Help Fight Inflation 
The Inner Man Steps Out 

Light Conditioning 

The Night They Talked 

Pipeline To The Clouds 

Big As All Outdoors 

And Then There Were Four 
Joseph Doakes 
On Guard 
Sales Report, 1950 

Green Gold 

The Art of Keramos 
Candid Supermarket Study 
From Chips to Nuts 

Arch Against the Sky 
Greentree Thoroughbred 


Patented Paint Brushes 

From Customer's Point of Vieu 
Tradition & Tomorrow 
Modernization Sewage Plant 
The Big Delivery Wagon 
Problem, Solution, Result 
How To Be A Bell Ringer 
Your Dollars At Work 


Song of Mid-America 
Enterprise 

This Is Indonesia 

Acres of Happiness 

A Brighter Day 

How Life Insurance Operates 
Operation Weatherproof 
Electric Typing Time 

How To Catch A Cold 

The Story of Ted McLane 
In Partnership With Nature 


Rx Mouse 
The Jockey Club 
Race Riding 


Lacrosse 


Information At Work 
Kentile Production 
Willing Acres 

Containers in the Making 
Slidefilm Series 


Conveyors That Pay Dividends 
The Story of High Speed Tools 
Steel With A Thousand Qualities 
Aureomycin, Versatile Antibiotic 
Control of Mastitis 

From Science, New Beauty 

The Deaj Post-Rubella Child 
Look What You're Missing 
Amputee Rehabilitation 
Oxygen Dosage & Techniques 
Tree To Trade 

Miracle On The Mesa 

Shield Of Our Freedom 
Lutheran Hour 


Underwater Adventure 

The Varyland Horse 

How To Use A Voting Machine 
Radio & Electronics 
Vocational Guidance, Basic 
Angry Boy 

The lowa Story 

Fair Exchange 

Kernel Malt 

Science Serves The Farmer 

A Surgical Day—Local Sanitorium 
Overhead Projection 

Tell "N Sell 

Type And Its Origins 

Paint Is Our Business 

Let's Go To Press 

Yount Vernon in Virginia 
Works of Calder 

Vyrtle Beach, S. C. 


Siereo Films 

Fire Prevention Trailer 
Window In The Sky 

Carry The Torch For Jim 
Secure The Blessings 

4 Professional Portrait 

The Personal Side of Safety 
Smooth Operation 

Heritage of Service 

School Health Today 
Partial Denture Construction 
Grits That Grind 


the Five-Quart Gal. 
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SPONSOR 


The Ohio Leather Co. 

Orkin Exterminating Co. 

Otis Elevator Co. 

Outdoor Ady. Assn. America 
Pan-Am Southern Corp. 
Panhandle Eastern Pipeline Co. 
Park & Tilford Distillers Corp 
J. C. Penney Co. 

Personal Products Corp 

City of Philadelphia 


Pitney-Bowes, Inc 
Proctor & Gamble Co 


Protestant Film Commission 
Puerto Rican Government 
Purolator Products, Inc. 
Radio Corp. of America 
Radiomarine Corp 
Remington Arms Co. 

Retail Clerks Int. Assn. 
Revere Copper & Brass, In 
Rexall Drug Stores 
Richardson Boat Co 
Riverside Metal Co 

Rose Growers Assn 

=_ 

Salvation Army 

Savings Bank Assn. of N. Y 
Schenley Industries 


Schering Corp. 
Seagram-Distillers Corp 

Sealed Power Corp. 

The Sears Roebuck Foundation 
Sikorsky Aircraft 

Simplex Wire & Cable Co 


Snyder Tank Corp 
Socony Vacuum Oil Co 


Southern Railway System 
E. R. Squibb & Sons 


Southern New England Tel. Co 
Standard Oil Co. of Indiana 
Stupakoff Ceramic & Mfg. Co 
Swift & Co. 

Switlik Parachute Co. 

Taylor Instrument Co 

The Texas Co. 

Textile Machine Works 

Tide Water Asso. Oil Co. 
Towle Silversmiths 

Trailer Coach Mfrs. Assn. 
Tuskegee Inst. 

nion Bag & Paper Corp 
nion Central Life Ins. Co. 
nion Oil Co. of California 
nited Airlines 

nited Community Services 
nited Fruit Co. 

nited Hosp. Cam. Waterbury 
nited Illuminating Co 

nited Mutual Fire Ins. Co. 
nited Shoe Machinery Co. 

S. Air Force 


U.S. Army 


U.S. Civil Air Patrol 


U.S. Economic Coop. Admin. 
U.S. Federal Bur. of Info. 
U.S. Fed. Of. Voea. Rehabil. 
U.S. Fish & Wildlife Service 
U.S. Marine Corps 

U.S. Navy 


U.S. Rubber Co 
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PICTURES 
The Story of Ohio Leather 
Underground Army 
Skylines Unlimited 


The Red Hand 

Pan-Am Faces The Future 
Natural Gas Pioneer 

The ADS Drive 

Welcome to Penney 

What Do People Want 
Companion Merchandising 
Philadelphia—City of Two Million 
Philadelphia—On The March 
Annual Report 

Fried Foods for Menu Magic 
Help Wanted 

W ings To The World 

4 Girl From Puerto Rico 

Pay Dirt 


Your Surest Selling Job 

Ships That See At Night 
Gunning The Flyways 

4 Watch For Joe 

Revere System of Water Piping 
Slidefilm Series 

Cruisers of Tomorrou 

Quality Mill 

What's Behind A Rose 

The Heart of New York 

4 Career For Two 

Champion of Champions 

Sales Promotion in Action 
Promotion to the Professions 
It Came of Age 

Curves You Can Count On 
The Fifth H 

The Guardian Angel 

Spinning Aerial Power Cable 
Splicing Aerial Power Cable 
Portable Grandstands 
Partnership in Purchasing 
Proof of Performance 

A Job Worth Doing 

Clinical App. of Muscle Relaxants 
Curare . . in Anesthesia 
Telephone Pioneers 

The Why of Automobile Lubrication 
Ceramics for Electronic U se 
The Big Idea 

Parachutes for Safety 
Information At Work 
Purebred 

Knitting 

Customer's Viewpoint 

Patterns jor Parties 

Trailers 

Through Lincoln Gates 

Green Gold 

The Vein Is Rich 

The Story of Purple Motor Oil 
United 6534 

4 Fella Needs A Friend 
Zaculeu 

Appeal To The Public 
Powerhouse 

Fire In Miniature 

Vachine Shoemaking 

firmen In Training 

Flight Plan 

Going Places 

Operation Bootstrap 

Plan For The Future 

Once Too Often 

This Is West Point 

Yours For The Asking 
International House 

Adult Education 

Creative Leisure 

Vew York Art Students League 
Working Through College 
Civil Air Patrol 

4 More Productive Life For Everyone 
drrest 

Defensive Tactics 

4n Investment in Human Welfare 
The Story of Menhaden 

With The Marines 

{ Fighting Lady Speaks 
Hydrographic Surveying Operation 
Vark 63 Gunsight 

Stay In School 

Supply Depot Afloat 

Speaking of Rubber 

The Story Oj Lastex 

THE FOLLOWING 
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OUR THANKS TO 
EVERYONE FOR 


‘Dal 


TO OUR CLIENTS, THEIR 
ADVERTISING AGENCIES, 


OUR SUPPLIERS AND ALL 


OUR OTHER FRIENDS 
WHO HELPED MAKE 1951 
THE BIGGEST YEAR IN 
OUR HISTORY. WE HOPE 
TO SERVE THEM AGAIN IN 


M2 


AND ALL THE 


YEARS TO COME 


LESLIE ROUSH 
PRODUCTIONS, Ine. 


333 W. 52nd STREET 


NEW YORK 





19, 


N. Y. 
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of 
Gairrine Reauism in a Civil Defense re 
shows the vital role of two 
ind a Voice Shall Be 


described belou 


enactment 
way radio in GE's 
Heard 
G-E Releases New Civil Defense 
Film Produced by March of Time 
* The 


munications to our civil defense is 


importance of radio com- 
20-minute 
sound documentary film 
ind a Voice Shall Be Heard. 
Marcu or Time for 
ELectric’s electronics di- 


dramatized in a new 
L6omm 
called 
Produced by 
CENERAI 
vision at Syracuse, the film was 
reviewed recently at the sixth pub- 
lic film forum of the Screen Direc- 
New York City. 

media keep the 


American people the best informed 


tors Guild in 
Various which 


in the world—the newspapers, Tra 


dio, television. et are woven into 
the film as it 
and the 


Syracuse 


follows an average 


family community life of 


through a typical day. 
Ihe film reaches its climax with a 
bomb attack on 


records the 


simulated atom 


Syracuse and working 


of an emergency radio communica 


tions system used to direct rescue 


and other operations in the “dis 
aster” area, 
{ne a | oice 


being shown to 


Shall Be Heard is 
civie organizations 
and professional groups throughout 
the country by 
the G-E Electronics 
New York 


representatives of 
Division, Syra 


cuse, 


New Twist Given tc Sponsor's 
Slogan on TV Commercial 

* New 
sponsors slogan on the screen is 
latest TV film 
NATIONAI 


technique in picturing a 
contained in the 
series for the ELGIN 
Watcu Company, 
duced by Sarra, 
Young & Rubicam, Inc. 

Built around Elgin’s theme, “the 
that breaks,” the 20- 


commercials in the 


recently pro 


Inc., through 


heart never 


second series 
transform the screen into a pulsat- 
ing heart to feature within it the 
action of Elgin’s Durapower main- 
spring. 

Joseph Morton of Young & Rubi- 
cam’s radio and television depart- 
ment supervised production for the 
agency during shooting at Sarra’s 
Chicago studios. 
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THE INDEX 


(CONTINUED FROM 
SPONSOR 


U.S. State Department 


Utica Drop Forge & Tool Corp 


Valley Upholstery Co 
Variety Merchandiser 
Wagner College 

The Warner Bros. Co 
The Weirton Steel Co 
Western Electric Co 
Westinghouse Electric Corp 
Westinghouse & Edison Light Co 
State of West Virginia 

John Hay Whitney 

Wild & Stevens 

The Women’s Ad. Club of Chi 
Women’s National Amateur Golf 
Wool Stock Inst 

Yale & Towne Mig. Co 


Pubs 


Yale University 


1. Set it HIGH for 
large audiences 
(43%" to 56%" 
above the floor, de- 
pending on size of 
screen) 


2. Set it LOW for 
small groups or where 
ceilings ore low. (Ad- 
justs to within@ 1” to 
13” above floor, de- 
pending on the screen 
size.) Note the wide 
leg spread. 


OF 


SPONSORED FIL! 


THE PRECEDING PAGE 


Issue 

PICTURES No. 
fn American Father 
{rt In Hawaii 
Junior Chamber of Commerce 
Vational Folk Festival 
The Photographer 
Rurat Government 
The Rural High School 
Tanglewood 
4dd Power To Your Hands 
Pliers, Their Care And Use 
Design For Today 
Handling Difhic ult Employees 
Beautijul Upon A Hill 
Facts About Your Figure 
West Va. & Its Natural Resources 
Cost Reduction Engineering 
Frank Martin, Dairyman 
More Power To You 
4n Investment in Human Weliare 
Varietta 
Watch "Em Roll 
Do You Belong In 
Golf Highlights 
Waste Not, Want Not 
Here's Your Wo ork saver 
Operation Frigid 
Top Performance 
{ Small College—A Great University 
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3. Set it ot the normal 
middle position for aver- 
@ge projection conditions. 


This new, multi-purpose Da-Lite model in 50, 60 and 70 


inch square sizes, is perfect for industrial film users, schools, 


churches, clubs, lecturers and others who show pictures un- 


der all kinds of projection conditions. Square screens ad- 
just to rectangular. Da-Lite Crystal-Beaded fabric standard; 


Mat White 


demonstration! 


supplied if 


desired. 


Ask your dealer for a 


Write for FREE Sample of Da-Lite Crystal-Beaded fabric and 
full details on the HILO and other Da-Lite Screens. 


DA-LITE SCREEN CO., INC. ; 


2703 N. Pulaski Rd. 


4. For semi-permanent in- 
stallotions lift from tripod 
ind heng from wall or 
Ceiling. (Note hanging 


i , mn, 
Chicago 39, Ill Scotiinionael ; 


Tile Manufacture Illustrated 
in New Gladding, McBean Film 
* First tile manufacturer to spon- 
sor a motion picture is the Her- 
mosa Tile department of GLAppING, 
McBean & Co. For Now and For- 
ever, 16mm sound and color, uses 
a typical American family to dram- 
atize the manufacture, installation 
and use of real clay tile. 

Examples of the pressing, firing 


‘and glazing of tile are illustrated 


along with the installation of this 
material in accordance with the 
best building practice. Color pho- 
tography reveals to advantage the 
use of colorful tile in the well-co- 
ordinated interior decorative 
scheme of the home as it changes 
under the skilled hands of archi- 
tect, tile contractor and painter. 

Produced by MicHAEL-ALAN Pro- 
DUCTIONS, scenes for the film were 
made in Gladding, McBean’s Los 
Angeles plant and at outstanding 
installations of Hermosa tile in res- 
idences, commercial buildings and 
institutions. A special sound stage 
was equipped with a complete 
bathroom and kitchen installation 
for the major scenes. 

For Now and Ever may be ob- 
tained on free loan by schools, club 
groups and architectural and build- 
ing trade organizations. Bookings 
may be arranged through Modern 
Talking Pictures Service, Inc., 45 
Rockefeller Plaza, New York City. 
Newfoundland Shows Government 
Services and Development 
* Newfoundland offi- 
cials and business leaders attended 
a premier early this month of a 
new film Progress Report produced 


government 


for the Newfoundland Government 
by Atlantic Films of St. John’s. 

The 30 minute documentary 

traces the work being done by the 
Provincial Government in expand- 
ing and improving the health and 
welfare services throughout the 
the Province and also graphically 
shows the start of the new program 
of industrial development launched 
by the government. 
“Mount Vernon” Presented Princess 
* Following their recent visit to 
Mount Vernon, Princess Elizabeth 
and the Duke of Edinburgh were 
presented with a 16mm print of the 
film Mount Vernon in Virginia by 
Mrs. Thomas Powel of the Mount 
Vernon Ladies’ Association, spon- 
sors of the film. 

The picture recounts the remi- 
niscences of George Washington as 
he returned to his home on Christ- 
mas Eve, 1783. All the well loved 
objects of his home are seen 
through his eyes. 

Mount Vernon in Virginia was 
produced by Affiliated Films. 


BUSINESS SCREEN MAGAZINE 








CAMART PRODUCTS 


FOR MOTION PICTURES AND 
TV PRODUCTIONS 


HAVE YOU SEEN OUR NEW BABY? 
THE CAMART TV BABY DOLLY 


New advanced type glide steering control. 
Four wheel, ball-bearing, tripod dolly. 
Adjustable seat for cameraman. 

Rigid clamps for tripod legs. 

Size 35x 46 inches, it comes apart! 


THE CAMART TV CAMERA DOLLY 


Our senior four wheel dolly with maneuverable 
boom arm, will support any heavy duty profes- 
sional camera. 28” width will go through standard 
door. Lens heights from 26” to seven feet. 


CAMART BLIMP AND SYNC MOTOR 
FOR ARRIFLEX 35mm CAMERA 


For sound productions, geared follow focus con- 
trol, reflex viewing through the blimp, exact 24 
fps, ideal for filming with TV methods. 


CAMART TV MIKE BOOM 


For studio or location use, 13’ extension arm, rear 
handle for directional mike control. 
Folds to fit in car. 


ABOVE EQUIPMENT AVAILABLE 
FOR SALES AND RENTALS 


THE CAMERA - MART inc. 


1845 BROADWAY 
NEW YORK 23, N. Y. 
CABLE ADDRESS—CAMERAMART 
WORLD-WIDE SERVICE 











MORE THAN 7,500 U.S. BUSINESS FIRMS 
LOOK TO BUSINESS SCREEN FOR THE NEWS 


fie. ks te °" = . 4 
For 6mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 
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of service. At mid-year (June 30) Modern’s fig- 
ures showed that its network facilities (regional 
film libraries) had reached over 454,000,000 
Americans, 


We Americans Are Group-Minded 

The American scene comprises a vast pattern 
of all types of membership and group organiza- 
tions. The hunger for information and educa- 
tional material by these groups, the interest 
potential and completeness of the film medium 
for their purpose and the plentiful supply of 
physical equipment available for showing gives 
solid promise of continued growth of the screen 
medium. To maintain the confidence of sponsors 
and to justify increased budgets necessary to 
attain the maximum audience, distributors must 
however make increasingly plain what they can 
accomplish. The sponsored film distributor must 
also establish and maintain without deviation 
the certification of the size and character of these 
sponsored film audiences. 

Sponsors would also have to re-examine their 
own operations with complete and objective 
honesty. The quality of new films now had to 
meet minimum standards of good taste and truth- 
fulness; any tendency to underestimate the in- 
telligence or judgment of this tremendous 16mm 
audience would reflect on both the medium and 
its sponsor. 

There was certainly room for some honest 
soul-searching (which all advertising must do 
to maintain public confidence and interest) on 
the part of both sponsors and the producers of 
their films. The admonition of Pope Pius that 
“your films reach through the eyes and ears 
directly into the soul of man” should preface 
any creative effort on films destined for the 
l6mm audience, whether internal or external. 


Some of 1951's Best Pictures 

Greatness came in some measure to films wide- 
ly shown during 1951. Both labor and manage- 
ment shared honors through such pictures as 
With These Hands (Int'l. Ladies Garment Work- 
ers) and Big Idea (Swift & Co.). The urgency 
of our traffic safety problem and the tragic toll 
of street and highway deaths met by such pic- 
tures as Closed Book (Ohio Farm Mutual Ins.) ; 
Last Date (Lumbermens) ; and And Then There 
Were Four (Flying Red Horse oil companies). 
A safety film with direct appeal to grade school 
youngsters The Case of Tommy Tucker (Chrys- 
ler) was a phenomenal success in the early 
months of 1951 when it rolled up 2,185 book- 
ings in a single month. 

Ford added to the laurels of its Americans at 
Home film series with the picturesque American 
Cowboy. General Electric was an active con- 
tributor of such titles as Pipeline to the Clouds, 
Shining Rails, Father Sees the Light, and The 
Inner Man Steps Out. 

These were a few of the pictures, many of 
them very good. The people who awaited them 
as members of the potential audience could be 
counted into the millions. Putting the two to- 
gether and making the medium work is the 
key to the future, We 


TITLES AND ANIMATION 
PHOTOGRAPHY 
SOUND RECORDING 


RE-RECORDING 
from magnetic tape or film 


MUSIC LIBRARY 
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| SCRIPT PREPARATION 
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| 


LmCOee 
oe, 
* 


CZ GEO. W. COLBURN 
“= LABORATORY, INC. 


164 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS 


Edge-Numbered Work Prints—Color.Masters— 
Duplicate Negatives— Release Prints 





History comes tolifein 


“Williamsburg 
Restored”’ 


This new documentary film of Vir- 
ginia’s colonial capital presents a pic- 
ture of historic Williamsburg as it was 
two hundred years ago and as it is 
today. It vividly portrays the scope of 
the architectural achievement in the 
restoration of the town to its 18th cen- 
tury appearance, 


44 tes © Sound © Color © 16 MM 
Rental $5.00 Sale Price 8180.00 
Julien Bryan International Film Foundation 
TO RENT OR PURCH ASF WRITE TO 
Colonial Williamsburg 


N SECTION, WILLIAMSBUR vine 1A 
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AUDIO-VISUAL EQUIPMENT FOR PRODUCTION & PROJECTION 


High-Precision Synchronized 
Camera Released by Maurer 
* A new, 
for synchronized 


high-precision system 


motion picture 


camera operation, providing five 


times closer time synchronization 
than has been previously possible, 
recently has been released for dis 
tribution. 

The system, known as the Maur- 
ER SERVO-SYNC CAMERA Drive Sys 
reM, helps to achieve the goal of 
scientific photography, accurate op- 
eration of a series of motion picture 
cameras taking their pictures at the 


Maxi- 


mum possible deviation of shutter 


same time to close tolerance 


position in this system, which uti- 
lizes circular rotating camera shut- 
ters, is less than one degree, which 
at 12 frames per second is equiva 
lent to an accuracy of 23 degree 
microseconds. (A microsecond is 
one-millionth of a second.) As 
frame frequency increases, the an- 
gular accuracy remains essentially 
unchanged while the time accuracy 
decreases. For example, at 50 
frames per second, the angular de- 
viation is still approximately one 
degree and the time accuracy has 
increased to a maximum deviation 
of 35 microseconds. Due to the 
nature of the continuously rotating 
system, failures common to _pulse- 
operated systems are eliminated 
The Servo-Syne Camera Drive 
System has been applied to a 35mm 
motion picture camera of standard 
which uses 


manufacture inter 


changeable having ca 
L000 feet of 


The system is not limited to 


magazines 
pacities of 400 and 

film. 
one camera type but is equally ap- 
plicable for use with a large num 
ber of scientific, 


motion picture, 


and ribbon-frame cameras, and mo 


Maurer Servo-Syxc Camera Drive pro 
vides synchronization for series of motion 
picture cameras to very close tolerance for 


scientific and engineering application 


tion picture and process projectors. 
The 35mm camera system was de- 
veloped for the Wollensak Optical 
Co., Rochester. New York, 

Among the scientific and engi- 
neering applications for which this 
system will be utilized are: data 
flight 
tracking, ordnance evaluation and 


recording, testing, missile 


most applications where two or 
more sources of information must 
be recorded at essentially the same 
time. 

There is no practical limit to the 
number of cameras (projectors) 
that may be synchronized by this 
method. An interesting use lies in 


three-dimensional studies where 
two geometrical oriented cameras 
are required for simultaneous re- 


cording. The system also has appli- 


cation in professional and television 


motion picture production where 


extremely close time synchroniza- 
tion of a number of cameras, pro- 
jectors or sound recording appa- 
ratus is required. 

Designed by Oricins, INC., Say- 
brook, Conn.. the system is manu- 
factured by J. A. Maurer, Ine. 
Further information may be ob- 
tained from the manufacturer at 
37-01 3lst St.. Long Island City 1, 


New y ork. 


New British Lightweight Projector 


* The Soru 
l6mm 


Minor, a 24-pound 
sound projector manufac- 
tured by Southern Films, Ltd., Eng- 
land, will be a feature of the British 
Industries Fair to be held in Lon- 
don May 5-16, 1952. 


DO YOU SIT HERE? 


To project the full quality and forcefuiness of 
your films, the screen image must be clean and 


the sound clear. 


terwess 
FILM TREATMENT 


makes prints project better, resist damage and 
stay in good condition longer. 


PEERLES 


165 West 46th St., New York 19, N. Y. 


FILM PROCESSING 
CORPORATION 


959 Seward St., Hollywood 38, Calif. 


PEERLESS TREATMENT AVAILABLE IN 


NEW YORK 
ATLANTA 
KANSAS CITY 


LONDON 


LEVELAND 
PORTLAND 


BRUSSELS 


CHICAGO 


SAN FRANCISCO 
BERNE 


lel eR A Lele) 
DALLAS DAYTON 
ife) Tel hfe. 


ROME MEXIC 


SEVENTEEN YEARS EXPERIENCE IN SAFEGUARDING FILM 


BUSINESS 


1000 Wart DUKANE auditorium-type 
slideflm projector described below. 
New Filmstrip Projector Shows 
Larger, Brighter Screen Image 

® Claimed to take slidefilms from 
the classroom into the auditorium, 
a new 1000 watt electrically oper- 
ated filmstrip projector has been 
released for distribution by Dvu- 
Kane Corp. (formerly Operadio), 
St. Charles, Illinois. The filmstrip 
is advanced one frame at a time by 
the new “synchrowink” electrical 
film advance which changes the 
picture in one-twentieth of a sec- 
ond. 

The projector is controlled by an 
electrical push button or by con- 
DuKane 30/50 
watt amplifier and 


necting it to the 
automatic 3 
three speed turntable for fully au- 
tomatic sound slidefilm projection. 
The original development and field 
testing of this unit was conducted 
in cooperation with the engineers 
of Wilding Picture 
Inc. 


GoldE Adapters Now Available 

* The line of adapters which makes 
the GoLpE InpEx AUTOMATIC SLIDE 
CHANGER adaptable to virtually all 
types of 2x2 slide projectors are 


Productions, 


now available, it was announced 
recently by the GotpDE MANurac- 
TURING CoMPANY of Chicago. 

The adapters, now packed with 
the index changer, fit the index to 
virtually every kind of 2x2 slide 
projector, and can be applied in less 
than one minute for automatic slide 
showings. 

Among the projectors the GoldE 
Index Changer will now fit are: 
GoldE, Eastman, Argus, Bell & 
Howell, TDC, SVE, Viewlex and 
Ampro. 

Further information may be ob- 
tained from the GoldE Mfg. Co., 
1220 W. Madison Street, Chicago 7, 
Illinois. 


Florman & Babb in New Quarters 
* Motion picture equipment deal- 
ers, FLORMAN & Bass, have ob- 
served their first anniversary by 
moving into new space at 70 West 
15th Street. New York. 
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(Quotes on Film 


What Authorities Said About Films — 
HE SAYING “A Picture Is Worth a 
Thousand Words” is often attributed 

to Confucius but producer Jamison Handy 
first gave it the light of printed life a couple 
of decades or more ago. Since that time 
and particularly during World War II a lot 
of good things have been said by notable 

Americans about audio-visual communica- 

tions. 

During this era of defense preparation 
some of these statements are worth reitera- 
tion and so we reprint them at year’s end 
and at the beginning of 1952. To them 
should be added the admonition of Pope 
Pius who reminded film makers that “the 
eyes and ears of youth are direct pathways 
to the mind.” Let this also be remembered 
in creating pictures for impression in the 
year now just beginning. 

an * * 

. . these war training films, designed as 
a new type of teaching tool for instructors, 
are making educational history by helping 
teach workers essential skills, motion by 
motion. 

“Mass application of training films to fit 
these workers for wartime jobs is one of 
the secrets of the production miracle being 
accomplished in the United States.” Paul 
V. McNutt, speaking as chairman of the 
War Manpower Commission in World 
War Il. 

“. . . for the first time in its history, the 
War Department is making an official re- 
port on the military situation directly to 
the war workers of America . . .”—the late 
Robert P. Patterson, then Under Secretary 


” we 


of War, speaking of the industrial incen- 
tives film program of the U. S. 
World War I. 


o * + 


Army in 


“The number of people who can read is 
small, the number of those who can read 
to any purpose much smaller, and the 


number of those who are too tired after a 
hard day’s work to read . . . enormous. 
But all except the blind and deaf can see 
and hear.”—-Grorce BERNARD SHAW. 


* * # 


“It has been recognized that training films 
as used in the Navy’s effective training 
program contributed in a very large meas- 
ure to building the most powerful fighting 
force afloat. You, as producers and proc- 
essors of the Navy’s training films, have 
created through hard and loyal work the 
audio-visual training aids that helped to 
build this force.” D. C. Ramsey, Rear Ad- 
miral, USN, as Chief, Bureau of Aero- 
nautics. (From the foreword to A Report 
on the Training Film Program of the 
United States Navy, Business Screen, May 
1, 1945.) 
* * * 
“The use of training films took on magni- 
tude during World War II and constituted 
a real factor in military operations by re- 
ducing the time required. for converting a 
civilian into a skilled soldier capable of 
taking care of himself in the field.”—-Major 
General H. C. Ingles, then Chief Signal 
Officer, U. S. Army. (From the Army Pic- 
torial Service issue of Business Screen, 
December 30, 1945.) 
* * - 

“A training program of unprecedented 
proportions faced this nation at the outset 
of the war. Every problem of production 
was also a problem of training. The train- 
ing films produced by the Office of Educa- 
tion and other governmental agencies 
helped materially in solving the problems 
of training—helped by assisting training 
directors to train more 
quickly, more effectively. 

“These training films remain as a perma- 


vxecople, more 
peo} 


nent contribution to education, since train- 
ing for war production differs very little 
from training for peace-time production.” 
Watson B. Miller, former Administrator of 
the Federal Security Agency, World War 
II period. 


The Preferred Hotel in 


\( NEW YORK 


At Times Square. 
Walking distance to 
everything worthwhile. 
1400 Rooms, each with 
private bath, shower. 


$950 
From 


Special rates 
for servicemen 





44th to 45th Sts. at 8th Av. 





Your Audio-Visual Reference Source 


* To provide business users of audio-visual media 
with a convenient one-stop source of all the best and 
authoritative references on this subject, Business 
SCREEN maintains a complete BooksHELF Depart- 
MENT where you can obtain these works. Write for 
the complete check-list of currently available books 
and pamphlets. It’s available free on letterhead re- 
quest from the 


BUSINESS SCREEN BOOKSHELF 


150 East Superior Street Chicago 11, Illinois 











Eastman Kodak Reports on 








Defense and Civilian Orders 

* About 10,000 Eastman Kopak 
men and women. or about 19 per- 
cent of the company’s U. S. em- 
ployment, are working on products 
for the services, according to an 
article in the current issue of 
“Highlights,” a Kodak publication. 

The company’s sales to the gov- 
ernment this year are expected to 
be around 15 percent of total sales, 
the article states. In 1950 Kodak’s 
government sales were about 8 
percent of the total. 

The publication adds: “It is im- 
portant to view these figures in the 
right perspective. While our de- 
fense output is large, it is not the 
major part of our total production. 
Thus we are filling our defense 
orders while at the same time meet- 








PRODUCTION-WISE SCRIPTS 
Imaginative direction 
EXCELLENT PHOTOGRAPHY 


TV COMMERCIALS 
AND BUSINESS FILMS 
IN MODERN _NEW STUDIOS 


CONVENIENTLY LOCATED NEAR LOOP 
Film-wise creative planning ® Adequate studios and sound stages 


© HIGH FIDELITY RCA SOUND 
© Expert art work and animation 
© COMPLETE LABORATORY SERVICE 


. .. ALL coordinated in one organization that can solve your television 
film problems with experience gained from a quarter-century of pro- 
fessional film production. 


CHICAGO FILM STUDIOS 


56 E. SUPERIOR ST., CHICAGO 


of CHICAGO FILM LABORATORY, INC. 
PHONE WHITEHALL 4-6971 





ing essential civilian needs. 
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Practical Guide to Optics 
Published by Eastman Kodak 
* A new practical guide to optics 
for photographers who want to 
their lenses 
work as they do, but also how to 
get the most out of them, has re- 
cently been written by RupoLpn 
KINGSLAKE, director of optical de- 
sign for the EastMAN Kopak Com- 
PANY. 

Entitled Photo g- 
raphy,” the book has been written 


to cover those aspects of lenses in 


know not only why 


Lenses in 


photographic optics of interest to 
the serious photographer, amateur 
or professional. To accomplish 
this objective the book approaches 
the subject in a simple and straight- 
forward manner which is as non- 
technical as a complete explanation 
of the subject permits. 

“Lenses in Photography” is di- 
vided into twelve concise chapters 
which perspective, light 
rays and other lens aberrations, 
light waves and how they behave, 
definition and resolving power, 
depth of field, the brightness of 
optical 
graphic 
ments, 


discuss 


images, types of photo- 
attach- 


projectors, 


objectives, lens 
enlargers and 
stereoscopic photography, shutters, 
view finders and range finders. 

The book contains 246 pages. It 
is available from Kodak dealers 
and book department stores at $2.95 
per copy. 


Ansco Research Department Issues 
Technical Data in “Abstracts” 

* Up-to-date information on pho 
tographic technical developments, 
literature references, new literature 
and new patents is published by 


Ansco’s research department. A 
complete monthly review of techni- 
cal literature, “Ansco Abstracts,” 
is produced in mimeographed form 
to permit inclusion of the latest in- 
formation, often as close as a few 
days after it becomes available. 

The publication covers the vari- 
ous aspects of photography, includ- 
ing physics and chemistry (plastics, 
organic, inorganic, etc.), graphic 
arts, purely photographic items, ap- 
plications of photographic princi- 
ples in television, radiography and 
medicine. 

Patents are listed and reviewed in 
a separate section. Quarterly nu- 
merical listings of equipment pat- 
ents are published as well as a 
complete author index at the end 
of every year. 

7 - - 

Heads Text-Film Dept. Sales 
* The McGraw-Hii 
PANY announces the appointment of 
Davip LEAKE as sales manager for 
its Text-Fitm Department. He 
has been with M-H five 


Book Com- 


years 


HOME OFFICE EXHIBIT FEATURES ANIMATED DISPLAY 


Wyden UNIONS billion-baa s 
— 


Amer pra teveliute 
bit e ckhoging 


yi 


betes UF 


4 


: 
’ 


Union Bac & Parer Corporation's home office in New York City is the site of the 
novel exhibit above, featuring the role of its products in functional packaging. A 
specially-designed projector and switch mechanism combines color and motion as color 
photographs are flashed on the screen at set intervals. Union officials believe these 
visual displays promote greater company and product knowledge on the part of the 
company’s employ ees 


Business film 
producers for over a 
quarter-century 


Sturgis-Grant Film Wins Award 

* The Embryology of the Eye, 
produced for the American Acad- 
emy of Opthalmology by Srurcis- 
Grant Propuctions, was selected 
as one of seven honored by a gala 
program at the conclusion of the 
Fifth Annual Congress of L’Associ- 
ation Internationale du Cinema Sci- 
entifique recently held at The 
Hague, Netherlands. It was the 
only American film chosen among 
selections made from 120 films, 
representing the best from many 
nations, screened during the Con- 
gress. The film is now road-showing 
at scientific meetings in Paris, Brus- 
sels and Vienna. 


“Machine Power” Filmstrip Now 
Available for Employee Groups 

* Productivity, or the rate of out- 
put for each hour worked, is chiefly 
the result of our use of machine 
power. This principle is the thesis 
for a new filmstrip, Machine Power 
Means Plenty, produced for the 
Twentieth Century Fund by the 
Pathescope Company. 

The filmstrip states that one rea- 
son Americans have the highest 
standard of living of any country 
on earth is that we use almost as 
much machine power as all the rest 
of the world combined. It shows 
that this country, with only one 
fifteenth of the world’s population 
and natural resources, produces 
about one third of the world’s out- 
put of goods and services. 

“This principle of productivity 
is of the utmost importance at any 
time,” declares Evans Clark, Execu- 
tive Director of the Twentieth Cen- 
tury Fund, “but it takes on special 
urgency now as our country deals 
with a war crisis and a large scale 
armament program. It is highly im- 
portant that our citizens understand 
these matters. We hope that what is 
for us the new medium of the film- 
strip will be useful in making our 
findings available for the general 
public, for schools and colleges, for 
employee forums and for study and 
discussion groups of every kind.” 

Machine Power Means Plenty is 
in color, 60 frames long, and is 
available from the Text Film De- 
partment, McGraw-Hill Publishing 
Company, 330 West 42nd Street, 
New York 18. 


Israel Pleads for Child Films 

* The influx of immigrants into 
Israel has brought a call for films to 
help in rapid education, says the 
AmerIcAN Councit on Aupto-VIs- 
vAL Epucation. With 130,000 chil- 
dren in the schools, 50,000 of them 
new arrivals in a year, the Council 
is seeking films on children in other 
countries, on fantasy tales, land- 
scape and nature, family life, ete. 
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until you hear 


the Picturephone 


Don’t 
Know 


alongside old- 
style sound 
slide-film 


machines. 


Let us help 


Good 
Sound seh paca 
fair test. 


McCLURE 


11154% West Washington Boulevard 
Chicago 7 
CAnal 6-4914 








WOULD YOU LIKE 


FASTER and BETTER 


16" LABORATORY 
SERVICE ? 


+ Ansco Color type 238 duplicating 
* B & W and color work prints « 
Black and white printing - Rushes 
—3 hour service - Sound track pro- 
cessing - Negative processing - Re- 
versal p ing - Dupe negati 








FISCHER PHOTOGRAPHIC 
LABORATORIES 
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BASKETBALL 





by Rupp 


A new, 2 reel, 16mm, sound film pre- 
senting the plays and drills that have 
made Kentucky perennial champions. 
Film utilizes animated play diagrams 
and slow motion photography. Price, 
$75.00. 


Kent Lane, Inc. 
716 East Gray St., Louisville 2, Ky. 
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Case Histories: 


(CONTINUED FROM PAGE THIKTY-THREE) 


approaches calculated to bowl over any doctor. 
The final result combines the basic ideas with 
not a few salesmanship gimmicks to please the 
old-time detailer. 

Effective Pharmaceutical Detailing is as yet 
unsponsored. It is being offered on an open 
basis, non-exclusive, to pharmaceutical manufac- 
turers. Previews were held last month in New 
York, Chicago, St. Louis and Los Angeles con- 
currently with medical meetings being held in 
these cities. An interesting sideline to the pro- 
motion on the film is that producer Joseph P. 
Hackel of the Medical Film Guild made a sep- 
arate film to introduce the detailing picture and 
point out what it would accomplish for prospec- 
tive purchasers. 


Army’s Reorientation Branch Sponsors 
Film Series for Occupied Countries 


Sponsor: United States Army, Reorientation 
Branch. 

Title: The Art Students League, 14 min., b&w; 
and Working Through College, 20 min., b&w, 
both produced by Knickerbocker Productions. 

* These films form part of a series of documen- 

taries on American life which are being shown 

in the occupied countries. Purpose is to stress 
democratic principles in every day living in the 

U. S. and opportunities possible for all Ameri- 

cans regardless of race, color or financial situa- 

tion. 


For instance, Working Through College tells 
how one man worked his way through the Uni- 
versity of Connecticut. It opens with a feature 
writer of the college newspaper interviewing two 
Japanese exchange students. When the inter- 
view is concluded, the two exchange students 
question the writer about his future plans on 
graduation. He tells them that through his ex- 
perience in working his way through college he 
already has a reporter’s job on a city news- 
paper. 

In flashback the film shows the boy arriving 
as a freshman, working the first year in the 
campus cafeteria and in the summer on a soil 
conservation crew. Following years he does week 
end jobs at a professor’s house for room and 
board, broadcasts on the campus radio station 
and wins a job on the newspaper. 

The Art Students League shows the activities 
of the New York school through following the 
career of a young man who aspires to paint and 
enrolls at the League. In this student governed 
institution a pupil may come and go as he 
pleases and take such courses as he sees fit. 

The protagonist soon learns that the classes 
he has selected are beyond his capabilities. He 
decides to start at an elementary level. He 
does this and at the League’s New York and 
Woodstock centers gradually works up to more 
advanced classes, in the end wins a modest prize 
at an exhibition. 

Technically, the films are good, do a straight- 
forward, honest job with a refreshing lack of 
heavy-handed selling, rather, let the facts speak 
for themselves. te 
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HOLDS " 
COMPLETE _— Bilis tae 


- MINUTE This Model 119 
SOUND ony an . ~ 
tee new t. (16mm. 
PROGRAM size holds a complete 
. ' 15-minute sound or 
25-minute silent program. It is clearly 
marked with scales for footage and for 
running time in minutes. . . is durabl 
made of high grade tempered steel, 
finished in scratch-resistant, baked-on 
hammertone gray enamel . . . and has 
the exclusive “Compco Clip” that 
makes threading fast and easy, even in 
the dark! Model 120 Film Can fits this 
reel. Fibre Shipping Cases also avail- 
able. Write for catalog. 


2251 W. St. Poul Ave. 
Chicago 47 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 
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MOTION PICTURE SERVICE, 


7315 Carnegie Ave., Cleveland 3, Ohio 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION 


EASTERN STATES 


¢ CONNECTICUT ¢ 
Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


* DISTRICT OF COLUMBIA ¢ 
Jam Handy Organization, Inc., 
1730 H Street, Washington 6, 
The Film Center, 915 12th St. 

N.W., Washington. 


® MARYLAND ¢ 
Robert L. Davis, P. 0. Box 572, 
Cumberland. 
Howard E. Thompson, Box 204, 
Mt. Airy. 


e MASSACHUSETTS ¢ 
Bailey Film Service, 59 Chandler 
Street, Tel. 4-0214, Worcester 8. 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW HAMPSHIRE e¢ 


A. H. Rice Co., Inc., 78 West Cen- 
tral Street, Manchester. 


e NEW JERSEY °¢ 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J 
e NEW YORK e« 
Association Films, Inc., 35 West 
45th Street, New York 19. 
Buchan Pictures, 79 Allen St., 
Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 
Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 
The Jam Handy Organization, 
Inc., 1775 Broadway, New York. 
Ken Killian Sd. & Vis. Pdts. 
P. O. Box 364 Hempstead, N. Y. 
Mogull, Film and Camera Com- 
pany, 112-114 W. 48th St., New 
York 19. 
Paromel Co., 40-18 Astoria Blvd., 
South, Long Island City 3. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 

Visual Sciences, 599BS Suffern. 


¢ PENNSYLVANIA ¢ 
Jam Handy Organization, Inc., 
930 Penn Ave., Pittsburgh 22. 
J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 
Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* RHODE ISLAND « 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


¢ WEST VIRGINIA e 

Haley Audio-Visual Service, 
Box 703, Charleston 23. 

Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389, Hunting- 


ton, 


SOUTHERN STATES 


e ALABAMA e¢ 


Stevens Pictures, Inc., 506 Eight- 
eenth St., North, Birmingham. 


¢ FLORIDA e 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 


e GEORGIA e¢ 
Colonial Films, 1118 W. Peachtree 
St., N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


® LOUISIANA e 
Stanley Projection Company, 
211% Murray St., Alexandria. 
Stevens Pictures, Inc., 1307 Tu- 

lane Ave., New Orleans. 

Stirling Visual Education Co., 
1052 Florida St., Baton Rouge. 
Delta Visual Service, Inc., 815 

Poydras St., New Orleans 13. 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


¢ MISSISSIPPI ¢ 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


e TENNESSEE e¢ 
Southern Visual Films, 687 


Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


e VIRGINIA ¢ 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

National Film Service, 202 E. 
Cary St., Richmond. 

Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


¢ ARKANSAS ¢ 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


e ILLINOIS ¢ 
American Film Registry, 24 E. 
Eighth Street, Chicago 5. 
Association Films, Inc., 79 East 
Adams St., Chicago 3. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


e INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


° IOWA e 
Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 
Ryan Visual Aids Service, 517 
Main St., Davenport. 


* KANSAS-MISSOURI ¢ 
Kansas City Sound Service, 1402 
Locust St., Kansas City 6, Mo. 
Erker Bros. Optical Co., 610 

Olive St., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN ¢ 
Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 
Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 
Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO « 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleveland 
12, Ohio. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 50 
Charles Ave., S. E. Massillon. 


DEALERS 


© WISCONSIN ¢« 


R. H. Flath Company, 2410 N. 3d 
St., Milwaukee 12. 


WESTERN STATES 
e CALIFORNIA ¢ 
Donald J. Clausonthue, 1829 N. 

Craig Ave., Altadena. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 17. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 

Association Films, Inc., 351 Turk 
St., San Francisco 2, 

C. R. Skinner Manufacturing 
Co., 292-294 Turk St., San Fran- 
cisco 2. 





¢ COLORADO « 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


¢ OKLAHOMA « 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


© OREGON ¢ 


Moore’s Motion Picture Service, 
306 S. W. Ninth Ave., Portland 5. 


e TEXAS e 
Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 


Austin. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


_CANADA - FOREIGN | 


Audio-Visual Supply Company, 
Toronto General Trusts Building, 
Winnipeg, Man. 

Distribuidora Filmica Venezo- 
lana De 16MM., S.A., Apartado 
706 Caracas, Venezuela, S.A. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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Business Sereen 


Reference Shelf 


Content Analysis of the 1951-52 General Motors Film Catalog 


S ies LITERATURE of the film in- 

cludes the many current catalogs 
of active motion picture sponsors. 
One of the best-known of these is 
the General Motors library and the 
of films it 


selection interesting 


contains: 
r * * 

GENERAL Motors CataLoc or Mo- 
TION Pictures. Complete 1951 
-52 listing. Twelfth Edition. 68 
pages. Free. General Motors Cor- 
poration (see below for address- 
es). 

* 

* Classified 

and selection in an attractive cata- 

log in color, the 48 

currently available from the GEN- 

ERAL Morors Fim Liprary are 

described first in capsule sentence 

and then 


for speedy reference 


motion pictures 


in detail, with abundant 
illustration by scenes from the pro- 
ductions. Among the titles are a 
number which have won awards, as 
the 
of 


(Issue 2. 


Year 
SCREEN 


Production 
BUSINESS 


recorded in 
Book issue 
MAGAZINE Volume 12). 

As foreword, 
tions should not be based entirely 
upon the many 
productions dovetail two or more 
groups. The 
shown by the headings of the nine 
groups: Safety, How It Works, 
Behind _ the of Industry, 
Progress—Past Future, The 
Side Home 
Economics, General Sub- 
jects, and Special Purpose Films. 

Of special interest to plant train- 
ing program directors is the second 
group, with four “ABC” films. 
These are The ABC of Internal 
Combustion, The ABC of the Auto- 
mobile Engine, The ABC of the 
Diesel Engine and The ABC of 
Hand Tools. The four additional 
productions in this category 
Diesel—the Modern Power, Har- 
nessed Lightning, Where Mileage 
Begins, and Basic Principles of Lu- 
brication. 


noted in a selec- 


classification, 


as 


wide coverage is 


Scenes 

and 
of Industry. 
Sports, 


Human 


are 


The Special Purpose Films, it is 
pointed out, were made to do a 
special job for certain age or occu- 
pation groups, and limitation of 
showings to audiences of the gen- 


FILM 
SCRATCHES 
REMOVED 





NUMBER 8 + VOLUME 


12 ° 


RAPID FILM TECHNIQUE INC. 21 w. 46th st., NEW YORK 19, N.Y 


eral types listed with the descrip- 
tions is Four of 
these motion pictures, a series by 
Dr. Alfred P. Haake on a “Bird’s- 
Eye View of Economics,” are avail- 


rec »mmended. 


able without charge only to schools 
and colleges, and are rented by 
other organizations directly from 
Dr. Haake, 426 N. Prospect Ave., 
Park Ridge, Ill. 

Throughout the catalog, set off 
in a box below the description of 
film’s 
formation on sound and color, run- 
ning time and shipping weight. An 
alphabetical listing of all titles is 
given in a separate index, and an 
approximate parcel post rate scale, 
by appears the inside 
back cover, though films are shipped 


each contents is basic in- 


states, on 
express collect unless otherwise spe- 
cified. Users pay transportation 
charges both ways. 

In a foreword, Vice President 
Paul Garrett says reports from the 
field 


use 


attribute the ever widening 
of General Motors 
schools and colleges and by busi- 


films in 


ness and civic organizations, church 
groups and clubs to the fact that 
the productions provide entertain- 
ment as well as instructive informa- 
tion. 

As all General Motors motion pic- 
tures with 
cautioned against attempting to run 


are sound, users are 
them on a silent projector. Instruc- 
tions are pasted inside the fiber 
film mailing case. 

Following are the General Mo- 
tors Film Distribution and 
the territory each covers: General 
Motors Corp., 508 San Francisco 
Bank Bldg., 405 Montgomery St., 
San Francisco 4, Calif., for requests 
from Arizona, California, Colorado, 
Idaho, Montana, Nevada, New Mex- 
ico,, Oregon, Utah, Washington and 
Wyoming; General Motors Corp., 
Department of Public Relations, 
1775 Broadway, New York City 19, 
for exhibitors in Greater New York 
City and Long Island; and General 
Motors Corp., Department of Pub- 
lic Relations—Film Section, General 
Motors Bldg., Detroit 2, Mich., for 
all other states and that part of 
New York 


offices 


not mentioned above. 


For over a decade, pioneers in Scratch 
R i, Rej . ond Preserva- 
tion of old, new, and used film. 
Continued patronage by leading business 
firms, universities, film libraries, and other 
film users, attests to the successful results 
we are achieving in processing their |6émm, 
35mm, Originals, Kodachromes, Negatives 
and Prints. 
For full information, write for 
booklet 8S. 











WORLD’S LARGEST 
LIQUIDATORS AND RETAILERS 


SPONSORED - 


of 


TELEVISION + INDUSTRIAL 


INSTRUCTIONAL and ENTERTAINMENT 


16mm. Sound Films 


SALES - 


( 


ine 


Mitchell: Standard - Hi-Speed 
Bell & Howell: Standard 


Moviola; Editing Machines - 


SPECIALISTS IN ALL TYPES OF CAMERA REPAIR WORK 


We'll pay cash for your withdrawn 16mm. sound prints 
and used projectors, Let us know what you have. Their 
value today may surprise you! Any quantity — one or a 
thousand! 


BLACKHAWK FILMS INC. 


A DIVISION OF EASTIN PICTURES 


DAVENPORT, IOWA 


RBeaaaaaaaaaaaadoad 


SERVICE - RENTALS 


— 35 mm. « 16 mm. 


CAMERAS-MOVIOLAS-DOLLYS 


- .N¢ BN¢ 
Shiftover - | 


16 mm. Cameras 


16 mm 
vemos 
Maurer: 
Synchronizers 


LENSES MOUNTED 


(x AMmeRR CQuipment O. 


. 
i 


16 mm.—coler— sound 


“Ged of Creation” 
37 min. 


“Ged of the Atom” 
40 min. 


“Voice of the Deep” 
30 min. 


“Dust or Destiny” 
4 


min 
a 


Enjoyed by millions in schools, 
churches, clubs and industry 
For complete description of 
these films, reprint of August, 
1950, REDBOOK article feat- 
uring the films, and address 
of film dealer necrest you, 


mail coupon NOW 


———— “<a . 


a 


1600 BROADWAY NEW YORK CITY 


FOR UNUSUAL PROGRAMS USE 


FAMOUS SCIENCE FILMS 


produced by Dr. Irwin A. Moon, 
MOODY INSTITUTE OF SCIENCE 


Available on rental throughout the United 
States and Canada. Employing lapse-time 
photography and photomicrography, the 
films delve into the marvels of creation. 
These unique motion pictures illustrate God’s 
wisdom and power and man’s dependence 
upon Him. 
Educational —inspirational 

Freee eeees eeu eceeeeq 

Don H. Parson, Director, Film Department 

Moody Bible institute, 820 N. Le Salle $1., Chicege 10, il! 


Please send film information to 


(PLEASE PRINT) 
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THAN 7,500 BUSINESS FILM SPONSORS 


REGULARLY READ BUSINESS SCREEN MAGAZINE 


“Overlooking the Blue Pacific” 


Meramar force 


AND BUNGALOWS 

“Where Wilshire Boulevard Meets the Sea” 
Lusurious hotel quest rooms, apartments, charming bun. 
gelow suites—all with beth. Private swimming pool. . 
Attractive dining room and grill... . Dancing ni shily 
in lovely Garden Room. . . . Unique Miraber, Delightful 
resort atmosphere and excellent service, Ample free 

parking. 


SINGLES FROM $6.00 TO $12.00 
DOUBLES FROM $8.00 TO $20.00 


Monica 


SM ys tay ie oo 


fe A~p 
Weal g 


E. D. KING 
MANAGER 


SAME MANAGEMENT 
HOTEL EL RANCHO 
iN GALLUP 
NEW MEXICO 


Alcoa's Visual Exhibits 


(CONTINUED FROM PAGE THIRTY-SEVEN } 


traflic: 
ject: 


proper grouping of display items by sub- 
display arrangement so that each round 
would have an opportunity to study the items 
in which they were interested; adequate 
lighting, signs, and identification to attract in- 
terest to definite objectives; trained personnel 
to stimulate interest in and explain the various 
items on display; an inquiry card system for 
proper follow up; the cooperation of manufac- 
turers of end use products in providing samples, 
complete information, and special attendants 
for products in their field; adequate training 
of personnel to stress the public relations value 
as well as the sales value of the effort; and, the 
use of Alcoa’s institutional films by the Fair 
management in the Fair’s own theater schedule. 


most 


Public Relations Results Excellent 


The above project proved very worthwhile, 
brought in hundreds of inquiries, and helped 
Alcoa establish a fine relationship in the states 
and areas in which the exhibits were shown. 
The display units were so designed that they 
could be used and reused for other show pur- 
poses, such as trade show exhibits, public rela- 
tions demonstrations, college and school as- 
sembly programs, teaching sessions, etc., through- 
out the balance of the year. As a result of the 
interest shown during the Fairs this equipment 
is now scheduled by individual distributors for 
use as far ahead as 1952. Several of the features 
have been used on television, and programs of 
this type are constantly coming up. Invitations 
have been received for use of the materials in 
educational displays from coast to coast. The 
equipment is kept constantly in top condition 
and ready for immediate scheduling at all times. 

The first cost has already been covered through 
use in the State Fair program. By rotating the 
areas to be visited, the equipment is still new 


New Subjects from British Scene 

* Two new 20-minute 16mm sound 
films from British Information Serv- 
have to do with water, but 
there the similarity ends. One, A 
Sailor Is Born, produced for the 
Admiralty, describes the making of 
a man of the fleet, first on a train- 
ing ship, then on maneuvers, The 
other, Every Drop to Drink, was 
made for the London Metropolitan 
Water Board. It describes the puri- 
fication process and the pumping 
system. Each film rents for $2.50. 
For purchase, write BIS at 30 
Rockefeller Plaza, New York City 


20, or the nearest branch office. 


ices 





HOT SPLICERS! 
Griswold Hot Splicers 
$65.00 
Your Griswold Splicers, Models R2 
and R3 converted to Hot Splicer 
Camera Equipment Company 
1600 Broadway, N. Y. 19, N. Y. 











“KIGHT AS KAIN” which tells a conservation story 
was a feature attraction on the miniature drive-in 
screen in Alcoa’s visualized display. 
by Wilding Picture Productions, Inc. 


Produced 


in sections not previously visited. The souna 
equipment has been used in a number of trade 
shows, and the film equipment is kept con- 
stantly on the move. 

As a result of our experience in the above, 
we recently remodeled our exhibit at the Chi- 
cago Museum of Science and Industry to com- 
bine Theme Center #1 and Theme Center 
#2 into one large display known as Aluminum 
on the Farm. The motion picture equipment 
and a continuous tape recorder unit coupled 
by a lock-in relay control provide daily service 
at the Museum on the same principles which 
proved out so well in the State Fair tour. The 
miniature theater always attracts a capacity 
crowd and interest is held throughout the entire 
picture. The equipment is also so designed that 
when withdrawn from the Museum, it can be 
divided into two separate units for further road 
show use. 

Films Prove Real Attraction 

The role of the motion picture and other vis- 
ual material in this series of Alcoa exhibits was 
incalculable. For a personal and added education 
on these techniques as Alcoa has developed them, 
the reader is invited to visit the company’s dis- 
play at Chicago’s Museum of Science & Industry 
in Jackson Park. 

Otherwise you'll have to wait until next sum- 
mer—chances are that you'll see an Alcoa show 
at the big state fairs. Just look for a crowd... 
that’s a sure sign. 4 





VACUUMATE 


Business Firms, Libraries, Advertising Com- 


ponies, Film Distributors, etc., Vacuumate 
Corporation offers quick relief for film head- 
aches. 
BY TAKING OVER COMPLETE 
FILM HANDLING PROBLEMS 
@ FUM PROCESSING 
e CLEANING 





if only a single 
reel of mony, 
Vecuumete 
will serve you 
well. Write for 
information 
NOW. 


e@ REPAIRING 
@ SHIPPING 
@ STORAGE 
All bookings promptly 
filled. 
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‘COLOR-CORRECT’* : 
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* TRADE-MARK EXCLUSIVE WITH 
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ONLY BYRON 
CAN MAKE 





PRINTS 








r exclusive process 
introduced in 1945 
is recognized as the q 
highest standard in the industry 










studios and laboratory 





1226 wisconsin avenue, n. w. 
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